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The Best Ideas at the P.O.P.A.L. Show 


will be found at the INDUSTRIAL Booth 


—— that SeLu at the point-of-purchase! 
Displays that Compet shoppers to stop 
VALEY Bat and buy! 


See them all at the Industrial Booth... 
motion, outdoor, counter, floor merchandisers, 

~ a window units, combination shipping carton > | 
VALENS VALE\s "| VALE\e and display units... ALL the best ideas will 
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everything! 


@ ROLLS ANYWHERE 


EVEN UP AND DOWN STAIRS! 


OPI Saag UARaer reer rD 


285 MADISON AVE., NEW YORK 17, N.Y. 
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Printers Find Mead Correspondence 
and Office Papers Handle Well and Sell Well 


Livery printer knows how important it 


is to keep presses running smoothly 
and to avoid unexpected shutdowns. 
He knows, too, the importance of pro- 
viding customers with business letter- 
heads and office forms that reflect 
quality and character, yet sell at com- 


petitive prices. You have assurance of 


all these things when you buy and sell 


Mead Business Papers. The success of 


this line over the years and the grow- 
ing demand for each of the famous 
papers in the line today are sub- 
stantial evidence of the quality and 


printability that are built into them. 
They are the business papers made 
expressly for the printer and business- 
man who want the best for letter- 
heads, invoices, bookkeeping forms, 
mimeographing, duplicating and sim- 
ilar purposes. 

Mead Business Papers are mill- 
conditioned and come to you sealed 
in the famous Mead moistureproof, 
innerwrap package which protects 
right up to press time. Always avail- 


able, they are standard products of 


The Mead Corporation. 


THE MEAD CORPORATION 


Papermakers to America 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 


New York e« Chicago -« Boston « 
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Philadelphia « Atlanta 


Correspondence and Office 


Papers by Mead 


Mead Bond 

Mead Mimeo Bond 
Mead Ledger 

Mead Duplicator 
Mead Opaque 
Moistrite Bond 
Moistrite Mimeo Bond 
Moistrite Ledger 
Moistrite Duplicator 
Northlite Mimeo Bond 
Northlite Duplicator 


Ask your Mead Merchant for samples 


of these famous papers 
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A GOOD AD CAMPAIGN 


DELIVERS PLENTY rTuat MEETS THE EYE 


... But good Merchandising at the to prove we can do the same for you. 


Point-of-Sale puts money in the till. if your present campaign is drib- 


And there’s where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 


the desire to buy whatever service or 


bling along, our nation-wide organiza- 
tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 


seasonal promotion... a year-around 


merchandise they had to sell at the program for better Merchandising at 


point-of-sale. Right now, we are ready the Point-of-Sale. 


New “IDEA FILE” and illustrated brochure are 
a fountain of point-of-sale information. They 
are FREE! Write Chicago Show Printing 


Company. 2626 N. Kildare Ave., Chicago, 39. 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use *® Animated Displays 


* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik” Seif-Stik Displays 
* Mystik’ Can and Bottie Holders ¢ Mystik” Self-Stik Labels 


® Econo Truck Signs ® Booklets and Folders lrademark Mystik Registered. 
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Just Dalen Us 


The Battle of the Brands 


While the use of massive advertising campaigns in newspapers, 
magazines, television, radio and outdoor in behalf of hundreds of famous 
consumer products is intended to soften up the prospect, the decisive battle 


of the brands continues to be fought at the point of purchase, in the 
retail store. 


Here the package and the display are relied on to provide the 
clinching impact which assures actual purchase. With self-service in super- 
markets and many other retail establishments, and with few retail salespeople 
either willing or able to add the element of personal persuasion, the burden 
must rest on a combination of good packaging and good display. 


The two are co-ordinated for maximum sales results more effectively 
today than ever before, so that Mrs. ConsSumer is reminded both of the 
attractive appearance of the brand she has seen advertised in printed or 
broadcast media and of specific product benefits which justify her in 
reaching for the package on the shelf. 


Successful merchandisers are paying so much attention to the final 
steps in the battle of the brands that store display is finally getting the 
emphasis both in thinking and in expenditures its importance justifies. 

A greater amount of really brilliant creative ability is devoted to the 
successful displays seen in practically all mass retailing establishments. 


This means that competition is getting tougher all the time and that no 
merchandiser can afford to relax. 


The battle of the brands in 1956 will therefore continue to be 
fought and won in the critical display area within the retail store. 
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because... 
they’re 


SUPERIOR 


PRE-TESTED 
FOR 
WEATHER-WEAR 


Paint Enamels used 
are made to GRACE 
specifications for 
weather resistance. 
They are pre-tested 
for quality control 
This eliminates all 
guesswork and as- 
sures longer service 
life. You can depend 
upon Grace quality 


SILK SCREEN 
PROCESSED 


Our special method 
of applying colors to 
a faithful reproduc- 
tion of the product or 
design, is fast, accu- 
rate and artistic 
They have eye - and 
buy - appeal. Over 35 
years of Know-How 
backs every sign 
produced by GRACE 


to f = 4 
PURCHASE - 


Ss 
SSN: 


ae ms 
REFLECTORIZED 


WE DESIGN ANY 
TYPE OF SIGN 


You may, at times, 
desire special signs. 
Just let us know. We 
will even make up a 
sample sign from 
color sketches for 
approval. There are 
no obligations. What 
are your needs? 


SEND FOR CATALOG 
IN FULL COLOR... 


ce. 
3601 So. 2nd St., St. Louis 18, Mo. 
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Sareea PUR nc tc tee He He HE 
How Bausch & Lomb effectively puts its publicity program 
to work. Morris B. ROTMAN 


How Suburban Industry Becomes a Good Neighbor... . . 
Kaiser Steel Corp. made friends with the community with 
its public relations program. JAMES JOSEPH 


What’s New at the Point-Of-Purchase? ........... 
Tenth annual POPAI show to present most recent develop- 
ments in point-of-purchase displays. 


POPAI Exposition to Feature Actual Use of Displays. ... . 
Exhibits by advertisers to be unique feature at this year’s 
POPAI show. DonaLp S. HuTcHINSON 


Abbott Aims at the Consumer... .......2+2-e2eee-8 


How point-of-purchase is helping Abbott Laboratories in 
its new consumer approach. Bert Enos 


Displays Solve Manufacturers’ Problem........... 


How an office supply manufacturer uses impulse buying to 
increase sales volume. STANLEY M. Basson 


Those Southern Pacific Signs ..........224222006-. 


“Next Time Take the Train” has become a byword through 
SP’s outdoor bulletin program. GeorGE MEREDITH 


Getting Action into Sales Meetings. ..........2.2.6-. 
Spray enamels provide means of holding attention despite 
audience noise. REGINALD E. BEAUCHAMP 


An Oscar for the Men in Gray. ....... 
Admen are breathing easier because of new regulations in 


the Post Office. STANLEY E. COHEN 


Distributors Love This Direct Mail. .... 


The story behind a program of professionally prepared, 
personalized mailings. W. G. RECKER 


How to Handle Premium Coupons. ............-. 
How Kendall Mills processes 60,000 consumer coupons each 
year. Paut R. Honn 


Se You’re Going to Move. . 2... ccc cece cccceces 
Moving notices can bring out the best creative instincts 
in the adman. Here’s AR’s collection. 


Local impact with R.O.P. Color... 1... 22 sce ccces 
How Johnson Motors uses r.o.p. color effectively to an- 
nounce a new line. JEROME C. MartTIN 


27 
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Chiquita Banana Goes to School. ..........2.2-+6-. 


United Fruit Co. uses an educational program to tell its 
story to teachers and students. CLARENCE W. Moore 


TU I eee eee He 


Third in a series, this article describes plastic, spiral, closed 
rings and similar bindings. 


Brewer Distributes TV Commercial Tie-Ins.......... 
Song sheets, records and displays helped Oertel Brewing 
Co. get full mileage from its television commercials. 


Wertaty wits Ge Tame. we ccc eee eee ee ees 
How Pall Mall took its three-year-old singing commercial 


and gave it added dimension. TED SANCHAGRIN 


Understand Mass Motivations 
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tive package design. Epwarp GUSTAVE JACOBSSON 


Service Marks — Progeny of Advertising. .......... 
How you can protect a symbol, name or slogan used to 
advertise a service. Ray D. HENSON 


U. S. Trademark Association Reports. ............ 


The impact of tv and the increasing use of trademarks is 
reflected in this annual report. 


Se We ee Ce OU 6 se eK we Ow OR OH OO 
This ingenious photographer got his sea pictures while the 
ship was in port. REEVE LIMEBURNER 
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relations and good will. Rosert B. Konrkow 
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WATERLESS 
DECAL SIGN .... 


b 


y 
A\MERICAN 


PERMANENT TYPE ADHESION 
FOR VALUABLE YET FREE AD 
SPACE ON DEALERS... 

+> doors 
windows 
vehicles 
cabinets 
fixtures 
mirrors 


backbars 


& many 
others 


At last! A ‘'pressure sensitive’ decal sign that 


REMOVE 
BACKING 
PAPER 


PRESS 
ON TO 
SURFACE 


is applied in seconds without water — yet 
adheres with the same permanence and dur- 
ability of a stondard type decal sign... 
advertisers first trying PRESTO-CALS report, 
“Our salesmen love them!" 

Extra heavy duty for outside weather and 
wear .. . does not interfere with window 
washing! After setting (approx. 24 hrs.), the 
PRESTO-CAL can not be easily removed by 
children, storekeepers or competitive salesmen 


as ordinary paper ‘‘pressure sensitives”’ 


Write for Pree SAMPLES 
AND LITERATURE 
ON YOUR LETTERHEAD, PLEASE. 


AAmerican Wecalcomania fo. 
4344 W. Sth Ave, Dept. M, Chicago 24, Ill 


et ee ee eee 


Soles offices in all principal cities 
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The Editors 


Public Relations 


Headed for Maturity or 
Shifting into Reverse? 


Interesting prediction made by 
Arthur L. Greene, New York public 
relations consultant. According to 
Mr. Greene, public relations will be- 
come a billion dollar business within 
the next ten years. 

Speaking at a meeting of the 
Providence, R. I. Advertising Club, 
Mr. Greene noted that only about 
5,000 U. S. firms have organized pub- 
lic relations programs today. “But 
industry is becoming public rela- 
tions conscious,” he noted. 

“The primary function of public 
relations is to acquaint the public 
with a company’s good name, good 
deeds and accomplishments. This is 
a vitally important job, for all too 
many firms are little known or 
known only by the mistakes they 
have made, rather than by their 
virtues. 

“In these days of highly com- 
petitive selling, management cannot 
afford to forget that the company 
itself is as important as the product 
or service it produces. This is par- 
ticularly true where responsible 
management is concerned not only 
with the present but with the future 
entrusted to its care,” he added. 


> Well said, Mr. Greene. But if we 
may be permitted to add our two 
cents’ worth, we'd like to suggest 
that it’s high time that every one 
interested in the subject of public 
relations takes at least a short 
breather and gives the whole subject 
the serious thought an about-to-be 
billion dollar business should get. 
Public relations, as an important 
element in today’s American busi- 
ness picture, has come a long way 
in the past decade. Even the term 
“public relations” has been given a 
new meaning. It’s no longer just a 
synonym for “publicity.” But if to- 


day’s pattern continues on its pres- 
ent course, PR men may well find 
themselves right back where they 
started. 

Unfortunately, publicity is one of 
the few immediately tangible end 
products of a public relations pro- 
gram. Therefore, the majority of 
p.r. men are quick to go all-out on 
publicity programs for a new boss 
or client to justify their existence. 
And they immediately add _ their 
weight to the possible return of the 
publicity-heavy public relations con- 
cept. 

It’s reasonable to assume that the 
5,000 U. S. firms which, according 
to Mr. Greene, now have organized 
public relations programs represent 
the top management people who 
already understand the value of a 
well-rounded p.r. program. Adding 
another 5,000 firms—or even another 
1,000—will mean educating thousands 
of management men on the subject of 
public relations. 

If this education must be started 
with extensive publicity programs, 
we can easily find ourselves in a 
vicious circle. 


> AR’s popular “Do’s & Don'ts for 
Better Press Releases” (September 
1954 AR) brought out the fact that 
the average business publication edi- 
tor uses only 20% of the publicity 
releases he receives and considers 
only 27% of the releases he receives 
as even “good.” Since that article 
was originally published, the situ- 
ation has, if anything, taken a turn 
for the worse. 

As more and more companies join 
that select group with “organized 
public relations programs,” our daily 
stacks of worthless (in terms of our 
specific editorial interests) releases 
seem to grow. 

Oddly enough, the majority of un- 
acceptable press releases comes from 
the companies with organized p.r. 
programs. Probably the companies 
without a p.r. organization just don’t 
have the time to send out material 


CUCHEOROGHEREROREORERRERECRERRROCERRERREERCRRCRERORCRERERERCRERGRCRORCEROCCRRERCORERCORRERRRUCROCCORCECCCROCORCCERRCHEREREORCERERCECEESCCRCECRRGRHRRRReeRReReRCeEEEE 


Display typefaces in this issue . Page 


77 
/ 


Steel Bold Condensed; 31 
Bodoni Campanile; 43—-Bodoni Campanile; 45—Lydian Bold Condensed; 


Stymie Extrabold; 33 
54—Dom Casual; 61— 


Venus Medium Extended; 65—Lydian Bold & Bold Italic; 67—Lydian Bold & Bold Italic; 69 


P. T. Barnum; 75—Studio Bold; 79—Balzac Brush; 84—-Venus Extrabold Extended; 91 


-Bernhard 


Modern Bold & Tempo Bold; 95—20th Century Extrabold & Bold Italic; 99—-Bernhard Modern 


Bold &G 20th Century Extrabold Italic; 107—Mistral; 


111—Karnak Medium & Stymie Extrabold. 





EXCELLENCE IN FINE 


This symbol of the Eastern Corporation is 
your guarantee of excellence. Backed by a 
proud heritage founded on generations of 
paper making—it signifies the excellence 
in quality of Adlantic and Manifest business 
papers. This has made Aélantic first in 
sales of all genuinely watermarked bonds... 
and Manifest the leader in economy bonds. 


AVG) trots Pry ors 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE +» MANUFACTURERS OF QUALITY PAPER AND PULP 


MILLS AT BANGOR AND LINCOLN, MAINE - SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA. CHICAGO AND ATLANTA 
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Stickin’ 
Aroun 


LEEN-STIK 


Big ... Bigger... BIGGEST! 

Big ideas go over even bigger with 
the help of KLEEN-STIK—the 
“big gun” of P.O.P. display. This 
moistureless, self-sticking adhesive 
makes big things happen at the 
point-of-purchase—like these big 
examples of merchandising inge- 
nuity, for example: 


World's 
BIGGEST 
Kleen- 
Stik 
Display! 


This giant outdoor piece, measuring 
a huge 27” by 44”, does a giant 
»xromotion job for ATLANTIC 
REFINING CO. Printed on all- 
over gummed FLEX-STIK “B”, 
its weatherproof qualities make it 
ideal for use at Atlantic stations, 
with the same easy peel-and-press 
application as smaller KLEEN- 
STIK pieces. Atlantic’s big-think- 
ing sales Promotion trio of JIM 
YEAGER, FRANK NATALE and 
ED WHITE fostered this jumbo 
idea, with HARRY MAZUR and 
BOB KRAIN of DISPLAY CoO. 
OF AMERICA doing the big print- 
ing job. 


World’s Biggest DIXIE Cone! 
Everything’s big in Texas—even a 
15-inch ice cream cup! This king- 
size SLIDE-STIK display creates 
super appetite appeal for DIXIE 
CONE MFG. CO., of Houston. In- 
genious die-cut construction “‘pops”’ 
out in lifelike 3-D, with husky strips 
of KLEEN-STIK “D” Transfer 
Tape to hold it firmly on any smooth 
surface in dealer outlets. ADIE 
MARKS of GULF STATE ADV. 
AGENCY “scooped” up the idea, 
silk-screened with mouth-watering 
realism by the MURRAY CoO., 
Houston. 


What’s your big KLEEN-STIK 
idea? It doesn’t have to be as big 
as these, of course—KLEEN-STIK 
gets big results in any size! Ask 
your regular printer or lithographer 
to show you his big bag of KLEEN- 
STIK tricks . .. or write for your 
free ‘*Idea-of-the-Month”’—a_ big 
help. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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en masse which has little or no 
chance of being published. 

And it isn’t only the small, fly-by- 
night p.r. outfits and neophyte p.r. 
directors who are guilty of press- 
releaseitis. Many of the worst of- 
fenders are the very people whom 
the p.r. experts single out for honors. 


>This is not intended as a con- 
demnation of p.r. men in general, for 
they have a very vital function in 
today’s business picture. However, 
if it is to rate its predicted billion 
dollar future, the p.r. profession 
must take some long strides to ma- 
turity in the very near future. 


> Like lots of others, we’re wishing 
all the best to an old friend, Sid Hix, 
who is doing something every snow- 
bound Chicago artist dreams of. 
After 31 years of free-lancing in 
the Windy City, Sid is moving his 
studio to Sarasota, Fla. 
as Sid came to 
on our aid many 
times during the 
early months of 
AR. We'd give 
him an urgent 
call, asking for a 
batch of cartoons 
for our columns. 
It seemed as 
though we'd no 
sooner hang up 
the phone when Sid would appear 
in the office with a batch of roughs 
under his arm—representing some of 
the best cartoon material we’ve ever 
carried. He even came through in a 
pinch with an excellent article on 
the use of cartoons in advertising 
for our second issue. 

Luckily, Sid isn’t retiring. His car- 
toons will continue to add a chuckle 
and a punch to many an advertising 
campaign and the columns of many 
publications, although now they'll 
probably be graced with a few bath- 
ing beauties and be drawn with 
orange juice. 


> Importance-of-a-word department 
... In this business where we deal 
with words by the thousands daily, 
every so often something happens 
to emphasize the fact that each and 
every word can be important. We 
got hit over the head with just such 
an example last month. 

On page 56 of the March AR, we 
left out one vital adjective that has 
kept our phone ringing. In a portion 
of our report on r.o.p. color we 
stated: 

“Full-page engravings can be 
1414x20” to meet specifications for 
smallest printed newspaper page, or 
15x20” and 16x20” for nationwide 
campaigns.” The missing word: 


limited. It should have appeared be- 
fore “nationwide campaigns,” since 
you can’t very well expect 141%4x20” 
papers to carry a campaign designed 
for 16x20” space. 

With an increasing number of 
newspapers, faced by a rough news- 
print shortage and rising costs, turn- 
ing to smaller page sizes, the 
1414x20” size is becoming almost a 
standard. So if you’re planning a 
nationwide r.o.p. campaign—and not 
a limited one—youd better limit 
your thinking to 1444x200” dimen- 
sions. 


> Credit -where-credit-is-due de- 
partment ... We forgot to mention 
in the February AR that the very 
interesting article, “Advertising 
Birds of Distinction,” by Lyle J. 
Purcell was adapted from his speech 
before the Merchandising Executives 
Club of New York. 

Since it was through the coopera- 
tion of Michael Keith of Philip Mor- 
ris, who has the job of beating the 
drums for the live-wire MEC, that 
arrangements were made for AR to 
carry the article, we are particularly 
sorry that we failed to include a note 
about the speech. 

So a belated thanks to Mike Keith 
and the MEC. 


>The Canada Lithographing Co. 
Ltd. up in Toronto, which won one 
of AR’s “Orchid for Suppliers” 
awards a couple of years ago, has 
come up with an outstanding pro- 
motion idea. It’s an actual insurance 
policy for each quotation submitted 
to a prospective client. 

This “contract insurance” goes into 
effect the minute a purchasing order 
is issued, and remains in effect until 
the lithographing contract is fulfilled. 
The policy insures that all speci- 
fications laid down in “Terms of 
Contract” are met—or bettered. It 
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Mills at HAMILTON, OHIO... CANTON, N. C.... PASADENA, TEXAS 


For full information on how this advertisement was produced, write our Advertising Department, Hamilton, Ohio 


guarantees that delivery date will be 
met; final prices will be exactly as 
quoted, and that the over-all job 
will measure up to the purchaser’s 
every requirement. 

In physical appearance, the policy 
looks exactly like any other liability 
insurance policy except that it is 
made out in the name of Canada 
Lithographing. The name of the pur- 
chaser and his company are written 
into the policy, which is then signed 
by George H. Robinson, president of 
the company. 

The policy is part of a new pro- 
motion program which is being han- 
dled by Douglas L. Breithaupt & Co. 
of Toronto. 


Public Printer Blattenberger 


an $11 million ‘‘profit’ 


>A much deserved award as “Phil- 
adelphia Man of the Year in Graphic 
Arts” went to Public Printer Ray- 
mond Blattenberger, even though 
he’s “doing business” nowadays at 
the Government Printing Office in 
Washington. However, for 47 years 
before taking his talent to Washing- 
ton, he worked in Philadelphia print 
shops. 

Probably the best evidence that 
Mr. Blattenberger is truly deserving 
of the award is that, since taking 
office three years ago, he has re- 
turned $11 million to the government 
in unexpended funds. When return- 
ing a check for $3 million last No- 
vember, he informed the Secretary 
of the Treasury that “it was made 
possible by operating economies that 
placed the GPO on a basis similar 
to private printing plants.” 


> New arrival... Joining AR’s edi- 
torial staff this month is Margaret 
Reynolds, formerly assistant editor of 
People & Places, the De Soto-Plym- 


mouth magazine. 44 


esa 
eg 


DISPLAY DIVISION 


(Gibraltar 


CORRUGATED PAPER COMPANY, INC. 
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Headline set in Filmotype 
“Mars” and 
“Walnut” 


"Finest professional quality 
photo-composition hand 


tring and disploy type. 


‘*With our large volume production schedule, 
saving time and man-hours is a must... and 
that’s. why we use Filmotype. Filmotype copy 
is order made for producing oversize type and 
lettering biow-ups—always retains quality! 
Sharp, black Filmotype proofs remain sharp 
and black in blow-ups without retouching. 
And we like the idea of no style limitations. 
Filmotype gives us a variety of type and letter- 
ing alphabets to answer every display need.’ 


Filmotype means versatility, quality .. . 
and economy, too! 


e Over 1,000 styles and sizes from 12 pt. to 
144 pt. 

e Eye-appealing headings for pennies! 

e Repro proofs in seconds! 


e Automatic color spacing system for exact 
letterspacing! 


e Amazingly easy to operate! 


MAIL THIS COUPON 


oseeeewe wee e ee eee ee ee eee 


tHe FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 
FIRM_ 
ADDRESS 


Ri tiene 





| 
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READERS wwens Wide Pp 


Captive Plants 


e I have read the very completely 
developed article in the series which 
you are running on the captive print- 
ing plant (Crossroads for Captive 
Plants, pg. 35, January 1956 AR). 

Although many might say my 
viewpoint is slanted, due to the fact 
I am in the printing business, I be- 
lieve that I have developed an objec- 
tive outlook through my lecturing 
work at Northwestern and from par- 
ticipation in many workshops on 
graphic arts. 

Whatever one’s point of view, the 
economics of the private printing 
plant is important enough to warrant 
this searching analysis. You seem to 
have done it in such a manner that 
the viewpoints of both sides are re- 
flected in the material. 

When an industry or publisher 
starts his own plant he embarks in 
another business . . . one requiring 
special know-how, great amounts of 
capital, and time for supervision. 
Most businesses are better off to 
stick to the thing they set out to do, 
and the thing they know best. They 
can then let others worry about new 
methods, new equipment, work in- 
put-output control, and the many 
problems inherent in printing. 

You are doing a real service to the 
graphic arts in this series and I 
commend you for bringing out in the 
open a topic which too long has been 
ignored. 

KENNETH B. BUTLER 
President & General Manager, 
The Wayside Press Inc., Men- 
dota, Ill. 


e Regarding your article on captive 
plants, it would appear to me that 
the obvious inability of people to 
strike a pattern and stay with it ren- 
ders a captive plant most inoppor- 
tune. 

By this remark I refer to the fact 
that certain layouts require letter- 
press printing, certain layouts re- 
quire offset printing and again in 
many instances other types of repro- 
duction are advantageous. Therefore, 
unless a plant is quite versatile in 
its productive capacities it is going 
to have a definite limitation as to 
ability to satisfy the variety of de- 
mands of a company. 


In the second place, as was pointed 
out in your article, the economics 
resulting from a captive plant are 
generally dreadful due to quality of 
employes, lack of competitive condi- 
tions, permitting employes to feath- 
erbed jobs, lack of knowledge and 
the other items which were outlined. 

The printing industry has devel- 
oped into a highly specialized indus- 
try from what was once a large 
group of fairly versatile operations. 
Consequently, the specialists are tak- 
ing the business and doing the jobs. 
Added to this is the terribly high 
rate of pay of labor, which requires 
specialization rather than general- 
ization plus investment in the latest 
type of equipment by a company 
which specializes in the printing 
industry and intends to make a living 
for the owners and operators. 

MARSHALL Haywoon, JR. 
Haywood Publishing Co., Chi- 
cago 


Coordinated Packaging 


e We were extremely interested in 
the article on Coordinated Packag- 
ing (Coordinating Packaging — A 
Widening Trend, pg. 61, 
AR). 

Our client, Wolf Brothers, was 
quite interested also, since they were 
the originators of coordinated pack- 
aging for retailers. Wolf Brothers has 
been making and selling boxes, bags 
and wrapping papers for more than 
80 years. 

All of which brings us to the at- 
tached photograph of a car card used 
by Br. R. Baker Co., Toledo. We be- 
lieve they have a “first” here and an 
idea which has proved highly suc- 
cessful. 


December 


EVERYTHING IS Pats &) 
INCLUDING THE PACKAGE 


Pw ae 


The car card, which carries out 
the identification the company was 
already getting from its wrapping 
ensemble of boxes, bags and wrap- 





Dr. Pepper Display: 
Designed from an 
ektachrome. Printed 
in 4 color process. 
Size: 18” x 26” 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


lts value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel .. . so new. . . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses _.. For stores, on windows, doors and inside walls . . . as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix ... Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 
ULLMAN GRAVURE, INC. D ° 
319 McKIBBIN ST., BROOKLYN 6, N. Y. - HY 7-3700 rans lastix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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What's New? 
INDIVIDUAL WATERMARKED PAPER 


What is the Watermarked 
Copy? 
ANY NAME, DESIGN, OR TRADEMARK 


Watermark What? 
e@ LETTERHEADS @ PERSONAL STATIONERY 
@ BUSINESS FORMS e@ OTHER VALUABLE PAPERS 
@ CHECKS FOR BANKS AND INDIVIDUALS 


What's the Sizzle? 
PRESTIGE AND PROTECTION 


What Does It Cost? 


LESS THAN 34¢ PER SHEET IN 
QUANTITIES OF 1,000 


What About Samples? 


SEND US YOUR ART COPY AND THE NAME OF YOUR 
PRINTER. WE'LL GIVE YOU WATERMARKED SAM- 
PLES. NO COST OR OBLIGATION. 


How Do You Get Service? 


CONTACT YOUR PRINTER DIRECT. OR WRITE TO US 
IF HE HAS NOT YET RECEIVED HIS FRANCHISE. 


GUARANTY PAPER CORP.* 


Cleveland, Ohio Washington, D. C. 


* Address all inquiries to: 
COUDERSPORT, PA. 
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ping paper, was designed so that it 
would give a 3-dimensional effect of 
a gift wrapped box. It was printed 
by silk screen with dark green back- 
ground and red Day-Glo. The actual 
wrapping design paper was first 
mounted and over-printed. The final 
card then was die-cut, with the lower 
part of the box extending below the 
normal mounting line to give extra 
visibility. 
We again want to congratulate you 
on your fine article. 
Karu F. CLINGELHOEFFER JR. 
Arndt, Preston, Chapin, Lamb & 
Keen Inc., Philadelphia 


The die-cut portion of the car sign, 
showing the part which extended be- 
low the normal mounting line, is 
shown in the attached picture . . . Ed. 


WINDOW DISPLAY 
INSTALLATION 
INSTRUCTIONS 


HERE'S THE “GLAD HAND” THaT 
WH @54CH OUT TO CUSTOMERS 


Instruction Sheet . . . Then art director 
Huey designed this instruction sheet to 
go with his 3-D window poster 


3-D Window Poster 


e In my course of reading the Jan- 
uary AR I was attracted to the 
Hamm’s eye-stopping poster repro- 
duction on page 51. 

In 1954 while I was art director of 
the Atlantic Refining Co., I designed 
a similar 3-D window poster. Only 
I went a step further. I had a water- 
proof cardboard hand die-cut and 
mounted on a 30 degree easel back 
with a pressure sensitive adhesive 
applied to same. This hand was ap- 
plied to the outside face of the win- 
dow, directly over the lithographed 
hand on the illustrated acetate sheet 
attached to the inside of the window. 

This effect was quite startling, due 
to the fact that the hand protruded 
at a natural angle from the window. 

This display lasted about 60 days 
in most adverse weather. 

The Ullman Co. of Brooklyn, 


printed the acetate sheet in photo- 
gelatin and M. & M. Silk Screen 
Studios of Philadelphia printed the 
hand. The artist was Albert Marzano 
of Philadelphia. 
Guy L. Huey 
Advertising Mgr. & Creative Di- 
rector, The Massillon Cleveland 
Akron Sign Co., Massillon, O. 


Eagle-Eyed Readers 


e Re cartoon, page 18, January AR 
(see cut): 

Looks like Spahr was 
“tried” by 2 p.m:! 


mighty 


JOSEPH MERVISH 
Publishers’ Representative, 
North Hollywood, Cal. 


e Tried, but true! He just looks tired 
to me. 
M. M. SmItTH 
Advertising Coordinator, Davi- 
son Chemical Co., Baltimore 


e Just out of curiosity how many 
people besides myself noticed that 
the cartoon on page 18 of the Jan- 
uary AR has the word “tired” spelled 
“tried”? 
J. K. Kerr 
Sales Promotion Manager, Mil- 
ler Printing Machinery Co., 
Pittsburgh 


Actually, cartoonist Ed Spahr was 
the first to catch the “mistake”—long 
before it was published. But, know- 
ing advertising artists, we decided it 
was right just the way it was... Ed. 


We Are Sorry 


e We wish to thank you for your 
story on our Optical Depth Gauge 
on page 44 of the January 1956 AR. 
We regret, however, that you did not 
give our name correctly. 
THEODORE HOMMEL 
Unitronics Inc., St. Louis 
Sorry ... the optical depth gauge 
is available from Unitronics Inc., 472 
St. Paul Ave., Ferguson Station, St. 
Louis 21... Ed. 





“My salesmen always carry the latest information 
thanks to ournew CATALOGER”... by Remington Rand 


And they make more sales too, be- 

cause... 

e material is well organized thru effi- 
cient indexing 
latest data is always there and in 
the right sequence — due to ease of 
insertion 
flat reference speeds finding and 
saves valuable margin space 
light weight and unusual compact- 
ness encourages constant use 
distinctive appearance enhances 
company’s prestige 


Additional outstanding features of 
Remington Rand Cataloger: It may be 
had in 3-post style to fit ring binder 
punching, or with 4 posts to meet auto- 
motive, electrical, hardware specifica- 


. . for more details circle 462, page 121 


tions. It expands 65% from minimum 
capacities without any post adjustment. 


A wide range of binding materials are 
available in either stiff or flexible 
covers. The “Rem - Bossed 
will personalize your cover 
design with beautiful clear reproduc- 
tions of your company name and trade- 
mark. 


exclusive 
Process” 


Get full particulars today — your free 
copy of “Binders That Build Business.” 
Write Remington Rand, Room 1417, 
315 Fourth Avenue, New York 10 — 
just ask for LL234. 


Remington. Fland 


DIVISION OF SPERRY RAND CORPORATION 


The Hagan Corporation says: ‘‘Two of 
the features we like best are: the binder 
can be opened to any page and it lies 
flat and remains open... also, the ease 
with which sheets may be removed or 
inserted.” 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. ... Ed. 


Wants Address 


e I would appreciate learning the 
Brighter, whiter Weston Bond makes name and address of the monthly 


letters look neater, cleaner, more im- motto service mentioned in Decem- 
pressive. It's a rag content paper ber 1955 issue. (Bonne Bell’s Mottos 
made better by Weston for service . rie 9 

and economy. Ask your printer to use Win Friends, pg. 47). 


othe onsen in colors and matching Write Frederick E. Gymer, 2123 E. 


7 9th St., Cleveland ... Ed. 
Write for Sample Book, 7 \ Jz BYRON WESTON CO. 


Address Dept. AR : y DALTON, MASSACHUSETTS Commercial Art 
e Can you advise the names and ad- 
dresses of several good commercial 
art houses for cartoon work? Thanks 
for any information you may have. 
ApaM F. EsBy 

Weill & Eby Inc., Buffalo, N. Y. 


Makers of Fine Papers for Business Records Since 1863 
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J \ Mailing Lists 
o @ beet: 3. e We would like to write companies 
a 


which make up mailing lists and have 
| been told that you could tell us 
af £ eos $+ > where to write. 
g mes We will write to everybody who is 
. * or) in the trade if we can locate their 
names and addresses. 
Dean B. GorHAM 
C. N. Gorham & Son Inc., Deca- 
tur, Il. 


Animation 


e We are interested in doing some 
animation work with our motion 
picture equipment. We would like 
any information that you could sup- 

ply, books or pamphlets that would 
of the finest be available on this subject. 

We are particularly interested in 
production techniques . . . weights 
and composition of transparent ma- 
terials used in cell work; paints and 

| mediums used on this transparent 
COLLINS, material, and any other technical 
MILLER & material that would be of value in 
preparing the artwork and then pho- 
HUTCHINGS, INC. tographing the finished cells. 
JOHN R. FuLTON 
LETTERPRESS 333 WEST LAKE STREET Photo Department, Pace, Root 
GRAVURE CHICAGO 6, ILLINOIS | & South, Danville, Ill. 


for national advertising 


demands the consideration 


ph otoengraving cra uftsmansh ip 
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LeS displays 


get to the point! 


Make point-of-purchase 
your point of profit! 


...and that’s exactly what 


is doing with this 
life-size 
service station display 


(weather-resistant, of course), 


created and produced by 


Be sure to see us at 


Booth 104 at the POPAI ITHOGRAPHIC PECIALISTS 
Symposium in the 


ws me ee Color Lithographers since 1896 
Sheraton Astor, N. Y. C. _ 


April 10, 11, 12. 421 Hudson Street, New York 14, N. Y. * WAtkins 4-2000 


. . . for more details circle 426, page 121 April 1956 - ar « 15 





SO 


EIDEA ALBUM 


Guest Editor of the Month 


Material for this month's “Idea Album” was prepared by Virgil 
Lynch, account executive at MacDonald-Cook Co., South Bend, 
Ind. Adman Lynch has spent many years building up his own 
personal file of ideas used successfully by various advertisers. 


From this file he selected the seven special ideas presented on 
this page 


AR invites all of its readers to contribute ideas for this monthly 
department. Unlike material submitted for AR’s “How I Solved It” 


department, items for “Idea Album” need not be based on per- 
sonal experience. 


SPECIALTIES 
Birthday Flower is Salesman’s Gift 


Another creative approach to keeping a customer happy is to 
remember his birthday with something more than a stereotyped 
birthday card. One salesman never forgets a client or a prospect 
and he practices the thought with good results. He carefully ac- 
cumulates the birth dates of persons he calls on. When the right 
day rolls around, the customer or prospect receives a specially 
wrapped flower in a cellophane bag which arrives in a cardboard 
tube with a business card and a handwritten birthday greeting. 


DEALER AIDS 
Clipboard Proves More Effective than Book 


A new angle in production of the time-honored ad mat books can 
be accomplished by a clipboard instead of printing a book. The 
board can have reprints of national ads as well as necessary 
information for ordering mats and, what's more, it’s a device not 
easily discarded or left unseen under a stack of papers. More 
often than not, dealers favor this method, saying it’s more con- 
venient because it can be hung up by a nail, always in view, 
always full of handy information. 


DIRECT MAIL 
Jig-Saw Puzzle Ads Create Interest 


Looking for a new idea to use as a mailer to capture the prospect's 
fancy? Try reprinting one of your national four-color ads on hefty 
cardboard. Then cut it up in the form of a jig-saw puzzle and mail 
it. One steel kitchen manufacturer has done it to capture the fancy 
of home do-it-yourselfers. Dealers and salesmen will show an 
interest in this novel bit of merchandising and a regular schedule 
of variations on the theme should produce some interesting results. 
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SALESMEN’S AIDS 
Capturing the Smile of Satisfied Customers 


If photography is a hobby with you, here’s a tip that will make 
the time in the darkroom pay. Here's a creative salesman who 
has done it. Being an amateur shutterbug, he carries his three- 
dimensional camera along with him while he makes his calls. 
Almost every customer or prospect answers ‘‘yes’’ when the sales- 
man asks to take his picture. The hooker comes a few days later 
when the customer (or prospect soon to be a customer) receives 
a little 3-D cardboard viewer in the mail along with the picture 
and a business card. 


HOUSE ORGANS 
Let Them Work Hand-in-Hand with Salesmen 


External house organs can serve more direct sales purposes if 
you follow one company’s concept of using the publication to 
do an active sales promotional job. The primary purpose of the 
house organ, as is the case with most similar publications, is to 
build recognition, but this one is doing more than that. When a 
company representative calls on a prospect, a copy is left and 
when a follow-up is made, another copy precedes the call. The 
prospect “remembers” and the salesmen find it helps. 


PUBLIC RELATIONS 


Getting the Salesmen on the Team 


Everyone is a public relations representative of his company. 
As altruistic as this may seem, one brewery has taken it to heart 
and has published a booklet called ‘Birth of a Salesman,” and 
distributed it to the field. In it the salesmen are instructed in 
every phase of public and community relations. Treated in a 
light-hearted manner and sprinkled liberally with cartoons, the 
benefits of conducting a 24-hour public relations program to better 
the salesman’s position in his community, are explained. 


DISPLAYS 
Large Shipping Container Does Double Duty 


In the drive to get better attention from shipping cartons, one 
television manufacturer has conceived the idea of printing a 
message on the inside of the carton. When the carton is opened 
per directions—presto—it becomes a self-display for the tv set. 
Admittedly not a new idea, but certainly a clever application of 


packaging heretofore reserved primarily for counter top merchan- 
dising. 





this insert lithographed by Milprint, Inc 


these 


Will your product find its way 
into Mrs. Smith's shopping cart today? 
Well that depends ...! 


. Not on the supermarket clerks, 
because they're few and far between. 
Not on the manager, because he’s busy 
keeping the eagle eye on costs and sales. 


. Not on the cashier, for she 
won't see Mrs. Smith 
until she's ready to check out. 


It does depend on whether or not 

your package catches Mrs. Smith's eye, 
stops her long enough to tell the story... 
and convinces her to buy! 


That's where your package needs 

the Milprint touch... 

for built-in salesmanship . . . 

for unequalled packaging experience, 

expert counsel, customer-winning design 
* and unsurpassed printing facilities. 


e It pays off in sales, 
INC when you call your Milprint man—first! 


PACKAGING MATERIALS 


LITHOGRAPHY & PRINTING 
printed cellophane, pliofilm, 


polyethylene, saran, acetate, glassine, 
vitafilm, foils, laminations, 
folding cartons, bags, lithographed 
displays, printed promotional material 


"Reg. U. S. Pat. Off. 


general offices, Milwaukee, Wisconsin . . . sales offices in principal cities 





PITT Lacey 


nu MOTION 


TURNTABLES 


A 
Bsr 


Tae 


National Advertisers successfully 
use VUE-MORE Turntables to 
stimulate greater sales. Come see 
these and many other outstand- 
ing promotions on display. We 
will be happy to suggest new 
ideas on how you can produce 
more sales with Motion. If you 
can’t come, write or phone! 


See us at 


VUE-MORE CORPORATION 


vivon of BREVEL PRODUCTS 


601 WEST 26th STREET © NEW YORK 1.N. Y 


POPAI SHOW 
Hotel Sheraton-Astor 
N.Y.C.—April 10-12 
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1 SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Silk Screen Problem 
Solved by “Gimmick” 


We wanted to distribute manila 
kits containing a variety of sales pro- 
motion material for a new campaign 
to our salesmen and distributors. 

Since we needed less than 500 of 
these, our problem was to get a 
bright design on the jacket covers at 
a reasonable cost. 

Silk screen printing—a two-color 
design with second color—seemed to 
be our solution, until we found the 
buttons and drawstring of the jack- 
et’s flap left a raised impression 
which interfered with “screening” of 
the cover. 

At first we thought jackets would 
have to be printed flat and then 
folded and glued. However, a piece 
of heavy cardboard with a hole into 
which the buttons could fit formed 
the bottom of a jig built on the print- 
ing table that held the complete 
jacket and solved the problem. 

While most of us usually associate 
silk-screen printing only with “sho- 
card” work, this experience proves 
how flexible and practical the proc- 
ess can be, even in fields foreign to 
its normal use. 

J. E. HILtsHer 
American Chain & Cable Co. 
Inc., Wilkes-Barre, Pa. 


Designs Simple Method 
To Stop Rolling Paper 


Have you ever tried to examine 
time tracings, blueprints or large 
photographs that had a tendency to 
roll? 

We found that keeping the article 
being examined in a flat position 
often required the services of sev- 
eral people or a series of ash trays, 
ink bottles and similar articles. 


Since we obviously couldn’t use 
thumb tacks on the highly polished 
table we usually used for examining 
purposes, we designed a series of 
cards about 14 ply or heavier and 4” 
square that solved our problem and 
didn’t mar the surface of the table. 

With a diagonal line cut at 45 de- 
grees to within 34” of the corners, 
the cards can be slipped on each 
corner of the tracing, etc., and so 
ends the curling problem. 

These corner pieces are also quite 
handy to a draftsman or artist whose 
work requires him to almost con- 
stantly move a drawing in all direc- 
tions. In these operations, a small 
piece of Scotch or masking-tape will 
resist displacement of the pieces. 

ARTHUR W. SMITH, Sr. 
Phillipsburg, N. J. 


Designs Single Holder 
For Pens, Pencils, Brushes 


Tired of searching through draw- 
ers and fumbling through glass tum- 
blers for a suitable pen, pencil or 
brush, I solved my problem by mak- 
ing a three-in-one holder from a 
nine-inch piece of ordinary 2x4. 

First bevelling the top corners as 
shown, I then drilled holes in the 
three top surfaces at right angles to 
the flat surface. 

For pencils I used a slightly larger 
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INTERNATIONAL COLOR GRAVURE, Inc. 
now OCCUPIES 3 FLOORS at 
39 West 60th St., New York City. 
By adding an entire floor, customers’ 
TEM eM) tal 
Tile ML ella el 
Mr 301 M MMSClib a a t 


Guipep TT? Mou lee med 40 - 1b. edo 
JOSEPH Clo a 


warner WITH BROAD EXPERIENCE IN 


THEIR SPECIALIZED FIELD 


RETAINING “the personal touch” in its dealings 

—a valuable asset to any business—may be difficult for 

some service organizations, but it has been handled with ease by 

INTERNATIONAL COLOR GRAVURE and SUPERTONE since 1945 when both companies 
were started by five partners thoroughly trained in their specialty. 


The five owners actively manage and direct the two companies to render 
reliable service for reproduction in monotone gravure and in preparing color positives. 


Each of the partners has earned a record of achievement in rotogravure engraving. 
One of them, JoSEPH E. MARNET, has held a journeyman’s card in photo-engraving for 
nearly 35 years. Photography is his specialty and he has worked with 

the camera in the gravure field since 1936. He has pioneered in the growth 

of the process and has been closely associated with his partner and 

co-worker, Frank A. Sportelli, in the development of the color 

correction method and in various improvements in gravure techniques. 


Such background indicates the value to clients of the talents 
and pooled knowledge that guides the skilled staff working under the 
direction of the owners of INTERNATIONAL and SUPERTONE. 


+ AES ae ~ aes WM RE Be eo 
<a, Seat SE ee te i Lee age 
ss ° gs Lae ie ES Be. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. S& 
NEW YORK 23, N.Y. WMC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


A eo 


480 Lexington Ave. 


SUPERTONE, INC. ‘ew york 17, n.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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drill than the one I used for the pen 
and brush holes. The finished holder 
has nine holes for pencils, nine for 
pens, and eight in the center or up- 


Good business right row for brushes. 


Since this works so excellently for 


Can become me, I hope it can be of value to 


others with the same problem. 


BETTER BUSINESS Ray ROSENKILD 


Survey, Map & Art Service, Au- 
for you / dubon, Iowa. 


Don't miss S. D. Warren's highly 
significant message appearing in 
U. S. News & World Report, April 13 
issue, in The Saturday Evening Post, 
April 14 issue, and in Business Week, 
PN a te 

S. D. Warren Company, 89 Broad St., 
Pet tio MeMMistiielail tte 


Dealer Discovers Buying 
Ups Appliance Sales 


Operating on the theory that most 
people sell something mainly be- 
cause they want to buy something 
better—one dealer I know makes 
many extra sales by following- 
through on those “for sale” ads for 
television sets, tires and home appli- 
ances. 

When buying the used items, the 
dealer has found that many of the 
sellers end up buying new items 
from him and in addition he usually 
gets a small extra profit from the re- 
sale of the used item. 

Rospert E. CLark 
Store Planning & Display Dept., 
Goodyear Tire & Rubber, Akron. 


Pressure-Sensitive Paper 
Saves Constant Resetting 


Constant resetting, recopying or 
lifting from previous ads was neces- 
sary with us in the past because of 
our practice of using a great deal of 
standard copy in preparing our ad- 
vertising material. 

Although a relatively minor prob- 
lem, it was none the less a nuisance 
and in avoiding it we found it advan- 

al tageous to have a quantity of this 
a perce deta ee ter ay standard copy printed on pressure- 
comme ane You cur Te ee sensitive adhesive stock. This can be 
easily cut-out, peeled off and placed 
in position on our paste-ups with a 
minimum of effort. 

The small original printing cost 
was quickly amortized through elim- 
ination of much costly duplication 
and time saved. It has helped greatly 
to simplify the mechanical aspects 
of our operation. 





ature Helps ¥o% ‘ 


Haroitp PrRINTUP 
Advertising Dept., Robbins Prod- 
ucts, Beverly Hills, Calif. 
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Stamp Pad Makes Fast 
Proofs For Engravings 


Ever been faced with an engrav- 
ing, but no proof, when you needed 
to complete a layout for a revision? 

Here’s a fast, simple way to make 
a proof of your own. For the small 
engraving, simply take out your rub- 
ber stamp pad and press the engrav- 
ing against the pad. Then press the 
engraving against a sheet of paper. 
You will have a proof that will be 
most satisfactory within a few sec- 
onds. 

If you have a large engraving, ap- 
ply a light coating of stamp pad ink 
over the entire plate and place a 


dry rag. 


Newark, N. J. 






























Clothes Pins and Wire 
Form Flexible Clipboard 


of all the conventional ones. 


dexed for identification. 


ping and order departments. 


Major Services, Chicago 


WHAT'D HE SAY 7 


". 11'S ON THE WAY!” 


sheet of paper over the cut and press 
down. You will get a suitable proof 
for layout purposes. Just be sure to 
dry the engraving quickly with a 





Max J. KERSTEIN 
Production Megr., William N. 
Scheer Advertising Agency, 


Tired of the confusion resulting 
from several separate clip boards to 
hold copy, photos, instructions, etc., 
we decided to develop one “flexible 
clipboard” that would take the place 


Our final result consisted of a num- 
ber of wooden, spring-clip clothes 
pins strung on a thin wire with both 
ends of the wire stretched out be- 
tween two tacks. Each clip works 
independently and we have them in- 





Our unconventional “flexible clip- 
board” has worked so well we've 
duplicated this idea in both our ship- 


M. A. JACOBSON 


COCCUOCRECOCURECEOOSUORCOEOEEOEECEOGEOROOOOEOEEROCRCOROREOCHOORORGOREEROHEDERS 


Treat yourself to sweet sales 


a ae ab ae 4 ae ee a ae a Ln 4 iy Bn Li i 4 Ln Li ie LE Li Mn Lin Le i, Mi Min 





LEY ANS Gas 
sats Cn CAS 


No trick at all. Just build your 
promotions around attention-getting 
H&D “Seimor®” Displays. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 






Write for FREE BOOKLET —’’How To Select Vending 
Displays’ —Hinde & Dauch, Sandusky, Ohio 
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SLOVES 


introduces* a 
binding innovation 


SLIDE BINDER’ 


inexpensive new plastic 
looseleaf binding device. 
No machine or gadgets 

are needed... 





ee 
NJ 


truly looseleaf. | 


Catalog sheets may be changed 

in seconds by anyone, anywhere. 
Presentations are quickly assembled 
using prepunched sheets 

without special tools. 


Call or write for samples and prices. 


SLOVES 


MECHANICAL BINDING CO. 
601 West 26 St., New York City 1 
AL 5-2552 


*another first for Sloves, the most progressive 
production resource for advertising, sales 


promotion and the graphic arts industry. 
3. SLIDE AND LOCK 


ttm. pend. 
mm ALT 
of Mechanical Tie tine 
for Looseleaf Binders and Presentations 
and for ¢ ey aye Covers and Easels 


h-tey t= 3 


601 W. 26th St., N. Y.C. 
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SKEVIS 4 # POP: 


*(Greek) THINK in any language and 
you'll sum up Point Of Purchase advertising 
as a talent called “knowing how.” Our job is 
putting "know-how" throughout your merchan- 
dising front ...to pyramid the power behind 
the final sale. We'd like to show you how 
we work. Booth 53, POPAI. 


CARTER AND GALANTIN, INC. 





710 westjackson chicago6 andover 3-6546 


NEW YORK ETROIT LOS ANGELES 
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JULY 1956 


Picnic Month . . . sponsored by American 
Bakers Assn., 2 N. Wacker Dr. 


Hot Dog Month . . . sponsored by Daniel 
J. Edelman & Associates, 409 Merchan- 
dise Mart, Chicago 54. 


, Chicago 6. 


1-August 31 


Ice Cream Festival . . . sponsored by 


American Dairy Assn., 20 N. Wacker Dr., 
Chicago 6. 


Independence Day . . 
proclamation ) 


. (presidential 


6-20 
National Iced Tea Time . . . sponsored by 


Tea Council of the U. S. A. Inc., 500 Fifth 
Ave., New York. 


14 


Ground Observer Corps Day .. . spon- 
sored by Ground Observer Corps Project 
Office, U. S. Air Force, Washington 25, 
aC. 


22-28 
National Model Airplane Contest 


National Farm Safety Week . . . spon- 
sored by (presidential proclamation ) 
U. S. Department of Agriculture, Wash- 
ington 25, D. C., and National Safety 
Council, 425 N. Michigan Ave., Chicago. 


25-31 


Inventors Week . . . sponsored by United 
Inventors & Scientists of America, 27122 


W. Seventh St., Los Angeles 57, Cal. 


CUPEDEOURNCHEOCEOCEDOCEEDREOOEOECOCCUEORGROROEECOROHRCGECECREDORCCECRRRRROREEED 


“Farby, when are you going to grow 
up?” 





*‘He’s really on the war path! ’’ 


*« High costs got you doing a war dance? You can 
make it a waltz if printing is one of the items. Paper 
costs represent more than 25 per cent of the average 
printing job. Consolidated Enamel Printing Papers 
cost less than other enamel papers of equal quality! 

The reason is simply a modern papermaking 
method pioneered by Consolidated. Several costly 
manufacturing steps are eliminated, yet finest quality 
is maintained. 

JupceE FoR yoursELF! Whether you use sales 
brochures, booklets or any other quality printed 
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material, Consolidated Enamels can save you money, 
without sacrificing quality. These savings are offered 
only by your Consolidated Paper Merchant. Contact 
him today for complete facts and free trial sheets to 


make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 
production gloss e modern gloss e flash gloss 
productolith e consolith gloss e consolith opaque 


Consolidated Water Power & Paper Co. e Sales Offices: 135 S. LaSalle Street © Chicago 3, ! 
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neenan says... 


your letters are more 


important to the 


success of your 


business...than 


you may believe. 


Enhance the prestige of your 
company letterhead by having it 
printed on a fine rag bond by 
Neenah— America’s finest 


business papers. 


Want help in recognizing the 
right letterhead for your com- 
pany? Then ask your printer 
for a free copy of *‘The Right 
Letterhead for You.”’ 


— 


we AS 


+~N SL ae a a) 
oe aCe Mt OR 


nmneenah paper company 
neenah, wisconsin 
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OD 004, 


for ADMEN 


e Editing for Better Movies, by Leo 
J. Heffernan, 32 pages, Kalart Co., 
Inc., Plainville, Conn., 50¢ . . . How 
to take the rough footage returned 
by the processor and ready it for 
film showings is explained in this 
compact booklet. Easy-to-follow 
ideas on scene construction, se- 
quencing, humor and other editing 
aspects are offered by a prize-win- 
ning amateur movie-maker. 


e The New Sales Promotion in the 
Textile Industry, by James C. Cum- 
mings, 224 pages, Business Book Di- 
vision of Fairchild Publications Inc., 
New York, $4.95 . . . This new edition 
of the volume originally published 
in 1946 has been completely rewrit- 
ten and the amount of material has 
almost doubled. The contents have 
been expanded, taking into account 
the revolutionary changes that have 
developed in textile promotion in 
the past several years. The author 
analyzes the promotional techniques 
used by leading advertisers in vir- 
tually every segment of the textile 
and clothing industry. The broad 
group of case histories which he dis- 
cusses covers the sales promotion 
campaigns of yarn manufacturers, 
textile mills, converters, selling 
agents, men and women’s cloth- 
ing manufacturers and hosiery mak- 
ers. Special recognition has been 
taken of the advances made in sci- 
ence fibers and new finishes through 
the addition of new chapters tracing 
the promotion developments in this 
branch of the industry. 


e Personal Influence, by Elihu Katz 
and Paul F. Lazarsfeld, 396 pages, 
The Free Press, Glencoe, Ill., $6... 
A product of Columbia University’s 
Bureau of Applied Social Research, 
the starting point of this book is a 
study of decision-making in the 
realms of marketing, fashion, movie- 
going and public affairs, and it traces 
the impact of various channels of 
influence on a cross-section sample 
of 800 women. Personal influence, it 
finds, is a more significant factor— 
more frequent and more effective— 
than influences stemming from the 
mass media. The decisions investi- 
gated reveal the importance of ad- 
vice, suggestions and influence stem- 
ming from other people. The book 
offers a critical commentary, not 
merely report of a pioneer study. 





Craftfnt offers you 


the most complete 
Shading Medium Catalog 


in the world! 


CUT production costs! 
MEET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


Pe 
Wer haa 


THE CRAFTINT MANUFACTURING CO. 
CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium. . . 294 patterns! NEW YORK CLEVELAND CHICAGO 


CRAF-TYPE the versatile, improved paste-up type that speeds com 
position and really cuts typography costs! 279 Fonts, faces and sizes 
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CRAFT-COLOR...19 brilliant, nonfading Translucent colors on self 
adhering Clear plastic sheets! 


SINGLETONE DRAWING PAPER.. achemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS.. .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen 
sional effects 


Company_____ 





Address 





City iicaedisaciacetorecemeanaen State 
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wo Reprints 
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The foilowing reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 


144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts September 1954 


146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit personnel September and October 1954 
151 Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising November 1954 
162 How to Crop Photos—by Vincent T. Tajiri 

Pointers for getting the most out of photographs 

for reproduction purposes February 1955 


So... You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program February 1955 


Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs March 1955 


Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits March 1955 


Do's & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helpful checklist for planning premium promotions April 1955 
The Folding Carton 


The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them May 1955 


How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports March 1955 
How Carter Merchandises Its Maps—by Vin A. Corwin 


An interesting case history of how an oil company gets its 
dealers to merchandise road maps April 1955 


How to Use Color Stats—by Ted Sanchagrin 
Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field March 1955 


What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale April 1955 


The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become cn important advertising medium and a place 
for hard selling 


Budgeting for Trade Shows~— by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems July 1955 


180 Getting the Most from Publicity Photos—by Leo M. Solomon 

A photographic consultant gives some pointers on how to get the 

best mileage out of publicity photos June 1955 
181 How to Merchandise Tv Tie-Ins—by Frank Jacobs 

“Feather Your Nest’ tv show makes the most of their tie-ins 

by active merchandising programs September 1955 
182 Do's and Don'ts for Better Electrotypes 

Things admen should know about electrotypes October 1955 


183 Planned Personalized Promotion—by Haviland F. Reves 
How a Detroit restaurant personalized its promotion November 1955 


184 Mrs. America... beauty takes a back seat—by Ted Sanchagrin 
Case history of new approach to beauty contests September 1955 


188 How to Promote A Ten-Cent Gadget—by John C. Swift 
The promotion behind White Cap Company’s premium item, 
the lid flipper 


May 1955 


December 1955 
189 How to Merchandise Syndicated TV Shows—by Maurine Christopher 
A list of suggestions for getting the most from TV films December 1955 


190 The Production Managers’ Answers for Late Plate Problems—by Ted Sanchagrin 
Summary of House & Home’s contest among production managers February 1956 


The following reprints are available at 50¢ each: 


171 How to Get Better Advertising Photos—by Errol Prince 

AR’s two-part series of down-to-earth articles on getting 

and using advertising photos March and April 1955 
172 202 Tips fer Direct Mail Advertising 

A 16-page booklet reprinting AR‘s two special articles on 

direct mail advertising February and May 1955 

The Use of Tape Recorders in Advertising—by H. Jay Bullen 

Two special articles on one of the most versatile tools used by admen 

“The Use of Tape Recorders in Advertising’ and *‘An Adman’‘s Guide 

for Selecting a Tape Recorder” March and April 1955 


The following reprints are available at $1 each: 


201 Advertising Copyrights—by Robert J. Burton ; 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 


202 How I Solved It 
This 64-page book contains more than 125 selected ‘How I Solved It’ 
items submitted by AR’s readers 


ss * 
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mn Coming 


Conventions 


MARCH 


25-Apr. 1... Exposition of Progress, Wana- 
maker Bldg., Broadway at 8th St., New 
York. 


APRIL 


3-5...Sales Promotion Show, First Corps 
Cadet Armory, Boston 


6-7 ... Intl. Typographic Composition Assn., 
spring conference, Greenbrier Hotel, White 
Sulphur Springs, W. Va. 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 


8-12...Natl. Business Publications, spring 
meeting, The Homestead, Hot Springs, Va. 


9-11... American Management Assn., Natl. 
packaging conference, Convention Hall, At- 
lantic City 

9-12... American Management Assn., silver 
anniversary Natl. Packaging Exposition, 
Convention Hall, Atlantic City 

10-12... Point-of-Purchase Advertising Insti- 
tute, Hotel Sheraton Astor, New York 


12-14... Southern Graphic Arts Assn., Con- 
vention City, Natchez, Miss. 


13-15...The London Audio Fair 1956, 
Washington Hotel, Curzon St., London, Eng- 
land 


15-19... Natl. Assn. of Radio & TV Broad- 
casters, 34th annual convention, Conrad 
Hilton Hotel, Chicago 


15-21... Natl. Brand Names Week, annual 
Brand Names Day Dinner, April 18, Wal- 
dorf-Astoria, New York 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 


25-26...IntIl. Assn. of Electrotypers & 
Stereotypers Inc., Hotel New Yorker, New 
York 

26-28... American Assn. of Advertising 
Agencies, The Greenbrier, White Sulphur 
Springs, W. Va. 


MAY 


6-8... Magazine Publishers Assn. Inc., The 
Greenbrier, White Sulphur Springs, W. Va. 


7-9 ...Technical Assn. of the Graphic Arts, 
8th annual meeting, Edgewater Beach Hotel, 
Chicago 

9-11...Research & Engineering Council of 
the Graphic Arts Industry Inc., 6th annual 
meeting, Edgewater Beach Hotel, Chicago 


10-12... Lithographers Natl. Assn., Drake 
Hotel, Chicago 


14-16... Natl. Newspaper Promotion Assn., 


26th annual convention, Hotel Cleveland, 
Cleveland 


16-19... Natl. Paper Box Manufacturers 
Assn., Mark Hopkins Hotel, San Francisco 


20-23 ... Natl. Industrial Advertisers Assn., 
34th annual conference, Palmer House, Chi- 
cago 

24-27... Associated Business Publications 
Inc., annual spring conference, The Home- 
stead, Hot Springs, Va. 


JUNE 


10-13... Advertising Federation of Amer- 
ica, Philadelphia 
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Se YOUR SALES: 


SAVES YOU DOLLARS! 


COSTS YOU PENNIES: 


"WANT PROOF a LOOKIE" 
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NM TRANSPARENT, 
SELF STICKING 
P.O.P. AIDS 


TRANSPARENT POSTERS & STREAMERS CONVEX VACUUM FORMED SIGNS DAY-GLO & METALLIC INKS vivid, 
up to 40” wide x 24” long in two for exterior window usage, for back fluorescent colors ‘‘pop-out’’ mes- 
or more colors with pressure sensitive bar and mirror dimensional displays sages that never fail to attract 
self-sticking tapes front or back with tape on back. attention. 

se 
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@eceeeoosceeceoeooeoce 


ta |S Toastmaster 
; HEADQUARTERS 
= 


Pafet for Gf wing! | 


sensitive acetate decals have a qua- FULL COLOR GRAVURE reproductions in color PERFORATED SPECIALTIES gimmicks for 
lity no other type can match. No process where realism is desired. Maximum fill-ins, personalizations and other trick 
water needed. Just strip and apply. size 29” x 27 usages are part of the GOODSTIX line. 


DECAL APPLICATIONS all-over pressure 


""e@@eeeeeee00 F 


CONTINUOUS ROLLS 4” to 40” wide, 20’ DIE CUT PRODUCT LABELS for wrap 
to 60’ long. Repeat patterns with pressure arounds or application to products with 
sensitive tapes on front or back. pressure sensitive self-sticking tapes. 


CONCAVE VACUUM FORMED SIGNS for interior 
window and door dimensional displays with 
pressure sensitive tape on front. 


= co tae. -- Today... PRODUCTS CORPORATION 
Get Complete Specifications, 4 
a : AS Peee GOL eS ame ea aa 
Free Creative Design Service. " New York: Wisconsin 7¢4435 © New Jersey: ENglewood 3¢0610 
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75,000 TIMES 


in 34 months... 


We Rang the Bell 
With a Reader! 


THE MORE THAN 21,000 READERS OF ADVERTISING 
REQUIREMENTS don’t read the magazine for fun. They’re Jook- 
ing—for ideas which they can translate to their own uses in every 
aspect of advertising and marketing. These are the individuals 
whose responsibility it is to turn inspiration into practical accom- 
plishment—people whose creative flair is combined with know- 
how about the “nuts and bolts” of advertising. And these are 
the people whose hands are on the purse-strings of more than 
$3,000,000,000 which is poured out annually for sales promotional 
and advertising materials and services. 


Pe en 


ADVERTISING REQUIREMENTS has become one of the most 
important working tools for these people. You'll find each monthly 
copy right at their hands—and back issues within reach. We think 
the response figures speak for themselves—and clamorously: An 
enormous 75,000 inquiries for more information about 375,000 
items and services advertised or editorially noted, in just 34 months 
of publishing! 


Who exactly are these avid, active, interested readers? They come 
from the heart of advertising: 


advertising departments of promotion departments of mag- 
national, regional and large azines, newspapers, business 
retail advertisers papers, radio and tv stations 


production, art and merchandis- 
ing departments of advertising 
agencies and major advertisers 


If you are selling goods or services which are usable in any divi- an 

sion of advertising or marketing, you'll know that the groups listed wertising 

have huge daily requirements for items in every one of the 13 Requirements 

sections to which AR gives thorough editorial coverage every 

month. Advertising in AR is good business—and if you are not eat beSaeTice 7 Etat aeaeTtt we 

carrying a schedule there, you are missing one of the most effec- : ote Ti} 

tive approaches to your market you can find! ; perigee sania _— — 
° Artan otography 

Audio and Visual Aids 

Direct Advertising 

Packaging and Labeling 

Layout and Typography 

Paper 

Photoengraving and Platemaking 

Premiums, Prizes and Specialties 

Printing and Binding 

Radio and TV Production 

Shows and Exhibits 


HOW ADVERTISERS AND AGENCIES BUY: Signs and Identification Materials 


Window and Store Displays 
[1 PRINTING [] PREMIUMS [] ART & PHOTOGRAPHY . aes 
[] ADVERTISING SPECIALTIES [] POINT-OF-PURCHASE 
[] AND SPECIFY PRINTING PAPER ADVERTISING 


ADVERTISING INFLUENCE ON PACKAGING 


SOME SPECIAL REPORTS TO SEND FOR... 


No Obli gation! 


a Requirements 


200 East Illinois St.. Chicago 11 = Published by the publishers of Advertising Age and Indu trial Marketing 
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is Book is a Must for Everyone | 
In 
Advertising 


ABC OF 
CHIU Una 


abe cy OPQRSTY 


"Ghee lom 
POPU tuves 


ABCDEFGHi 


JSKLMNOpE 
‘bedetghii) 2POR 


™Poparstuvw, 

ABCD PE. 

abet, 
90 pages, cloth bound, good paper, 
size 8Y% x 11, 21 chapters—** Mechan- 
ics of Typography” —** Easy to Read” 
—'‘‘Fitting Type to Copy” —**Charac- 
teristics of Type Faces’’—*‘ Layouts” 
—*‘For Economical Composition” — 
** Proofreading’ —** Photoengraving”’ 
Process’’—** Electrotypes, Plastic 
Plates and Stereotypes” —** Proofing.” 


Send now for your copy of this informative, up-to-date 
A.T.A. HANDBOOK 


This book will help you buy better adver- 
tising typography and consequently more 
readers for your advertising dollars. 
Wisely advertising typographers reason 
that the more you get for your investment 
with them, the firmer their business is built. 


They constantly see their customers us- 
ing up costly time (which is money) by 
sending copy to them without adequate or 
thoroughly thought-out instructions. 

So this book originally issued in 1947 
is now in its second edition to bring to 
their patrons up-to-the-minute informa- 
tion about typographic practices, allied 
processes of engraving, electrotyping, 
printing processes and many other things 
which will help cut your production costs. 


The members of our association know 


that an advertisement which, by virtue of 


its superior typography is read by 1,000- 
000 people, is a better buy than the same 
advertisement in the same space which is 
only read by 300,000 people. And these 
typographers feel better when they see you 
getting the 1,000,000 people to which you 
are entitled. 


Our members are definitely not in the busi- 
ness of setting “pretty ads.’ While they 
are not blind to the commercial appeal of 
typographic beauty, their real objective 
is increased readership. Fortunately, for 
the more aesthetic among them, it hap- 
pens almost invariably that clarity pro- 
duces beauty and beauty produces clarity. 


Send for Your Copy Now! 


This book is neither a book on mechanical 
processes, nor a book on typographical 
“art,” but is a combination of both. If 
it helps you to a better understanding of 
the mechanics in the graphic arts field, fine 
and dandy! If it helps you produce more 
artistic results, swell! If it serves as a text 
book for your advertising classes or 
schools, great! But its essential purpose 
is to help you to produce more dynamic 
advertisements, typographically speaking, 
with greater understanding, and for fewer 
dollars. 

Send $3.00 check or money order today 
for your copy to Mr. Glenn Compton, 
Secretary, Advertising Typographers of 
America, 461 Eighth Ave., New York City. 


Advertising Typographers Association 


of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 *+ GLENN C. COMPTON, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ALBANY, N. Y. 

Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH, 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service. Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 
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Merchandising Publicity 


By Morris B. Rotman 
President 
Harshe-Rotman Inc. 
Chicago 


Merchandising publicity can be the 
difference between a public relations 
program which flies on one wing or 
one which effectively stimulates a 
sales force. 

For the past four years, we have 
been conducting for the Bausch & 
Lomb Optical Co., Rochester, N. Y., 
an all-embracing public relations 
program for hundreds of products 
ranging from eyeglass frames and 
lenses to $16,500 spectrographs. Vital 
to its success have been the multiple 
ways the results of this program 
have been merchandised throughout 
all the areas of Bausch & Lomb sales 
interests. 

Through this program, Bausch & 
Lomb speaks in dramatic terms to 
the spectacle-wearing public. This 
program, closely geared to the pub- 
lic relations needs of the ophthalmic 
professions, has as its specific major 
objectives: 


1. To overcome the concept that 
glasses make one unattractive. 


2. To stimulate the consumer to buy 
all the varieties of frames and lenses 
required to meet his or her visual, 
fashion, and occupational needs. 


3. Wherever possible, to create 
brand identification. 


> Merchandising this program has 
two important effects. Within the 
Bausch & Lomb organization it adds 
impact to the program, creating in- 
terest and excitement in Bausch & 
Lomb products. Outside the Bausch 
& Lomb organization, important na- 
tional attention from newspapers, 
magazines, radio and television pre- 
sells the products to millions of peo- 
ple, and consumer acceptance is 
increasingly likely. Bringing the re- 
sults of the program to the profes- 
sions — optometrists, ophthalmolo- 
gists, opticians — shows that Bausch 
& Lomb is helping to increase the 
practices of these professionals; that 
it is making things better for all the 
industry —a “plus” of inestimable 
value. 

These are the techniques used by 
Bausch & Lomb to merchandise its 
publicity: 


1. Bulletins are sent to salesmen 
alerting them to major publicity 
achievements. Where possible, these 
bulletins are sent in advance of the 
“break,” so maximum use can be 
made of this publicity by the sales- 
man. The bulletins not only advise 
the salesman of the publicity, but 
give him tips about the best way to 
utilize it in his selling. 


2. The Spirit, monthly publication 
for the company’s ophthalmic sales- 
men, carries a regular column en- 
titled, “Spreading the News,” which 
reports achievements in publicity. A 
typical item reads: 

“Be sure to get the August issue 
of Family Circle, which features five 
B&L frame styles in an article, 
‘Frames For Your Face. The news 
story also stresses the theme that, 
‘one pair of glasses is not enough.’ 
Reprints are available for your cus- 
tomers’ reception room.” 


3. Merchandising brochures are sent 
to optometrists, ophthalmologists, 
and opticians with reprints of pub- 
licity “breaks.” 


4. Balco News, the firm’s internal 


April 1956 * ar ¢ 27 





house organ, reports regularly on the 
activities of the public relations pro- 
gram. 

5. The Bausch & Lomb Magazine, 
external house organ with a circula- 
tion of 40,000, principally among the 
nation’s optometrists, ophthalmolo- 
gists and opticians, features related 
publicity achievements from time to 
time. 


6. Special letters to the ophthalmic 
professions and Bausch & Lomb cus- 
tomers call attention to forthcoming 
publicity activities in their areas. 


7. Bausch & Lomb district offices 
send cards to their customers alert- 
ing them to forthcoming tv shows in 
their localities, which are to deal 
with eyewear. Local impact is thus 
achieved at the time of the event, 
in addition to which the professionals 
themselves often do much on their 
own to stimulate patients to watch 
the shows. 


>While these are the activities 
which lend themselves to a list, there 
is much more to the concept of mer- 


Beautiful Publicity 


chandising publicity than brochures, 
magazines, bulletins and the like, es- 
sential though they may be. In prac- 
tice, merchandising pervades all 
Bausch & Lomb publicity, often 
shapes its content before it appears, 
and determines the manner in which 
projects are developed. 

To attack the popular prejudice 
against eye glasses, several years ago 
we launched for Bausch & Lomb its 
“Beauty in Glasses” contest, which 
annually selects the most beautiful 
model who wears glasses. Behind this 
seemingly hackneyed attention-get- 
ting device was a solid sales purpose: 
to dramatize the fact that beauty and 
eyewear go hand in hand. 

Merchandising attends this contest 
at every stage, beginning with the 
idea. Care is exercised to prevent it 
from becoming the selection of just 
another beauty queen. We never al- 
low ourselves to lose sight of eye 
glasses and see only the queen. At all 
stages the entire optical profession 
is involved in the contest, encouraged 
to get behind it and to sponsor local 
entries. 


A key element in Bausch G Lomb’s publicity program is its 


‘Miss Beauty in Glasses’’ contest. Here, Claire Kallen, 1955 winner, appears with Steve 


Allen in NBC’s ‘’Tonight’’ tv show 


helping to plug the idea that ‘‘one pair of glasses 


is not enough.’ The contest winner gives the company a peg on which to hang many 
of its publicity promotions, in addition to the publicity generated by the contest itself. 
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>The contest, which progresses up- 
ward from localities, to regions, to 
the final national elimination, is cov- 
ered by communications media at 
each level, with regional and home 
town publicity resulting both for the 
contestants and for the idea of beauty 
in glasses. Also important is that the 
event is big news to trade publica- 
tions in the ophthalmic field. 

The “Beauty in Glasses” contest 
has proved an international success 
in putting across the concept that 
beauty and glasses are compatible. 
It has become an annual fashion re- 
minder and has, in fact, helped stim- 
ulate a revolution in eyewear, spark- 
ing a change in emphasis from utility 
in frames to fashion and beauty. 

Further, it has become an impor- 
tant theme in itself in Bausch & 
Lomb merchandising. Beauty, as 
well as utility, is a keynote of the 
Bausch & Lomb sales program for its 
eyewear line. In addition, “Miss 
Beauty in Glasses” often takes the 
spotlight in many trade and profes- 
sional meetings and much of the 
firm’s eyewear advertising is built 
around her—two extremely impor- 
tant merchandising activities. The 
contest is an outstanding example of 
how an original publicity idea can 
become a major sales weapon. 


>In terms of publicity, the crowning 


of “Miss Beauty in Glasses” has be- 
come a national event. Last year’s 
winner, Claire Kallen, was crowned 
by Steve Allen and introduced over 
his “Tonight” show, as well as over 
Dave Garroway’s “Today” show and 
other tv and radio outlets. Eyewear 
fashions modeled by “Miss Beauty 
in Glasses” are used as the basis for 
feature articles in consumer publi- 
cations and by important news syn- 
dicates and wire services. Important 
also is the fact that news resulting 
from the contest is linked with major 
Bausch & Lomb merchandising cam- 
paigns, stressing the importance of 
proper glasses for all occasions and 
setting trends among consumers fo! 
new frame styles. 

The 1956 Ray-Ban sun glass pro- 
motion provides one example of how 
“Miss Beauty in Glasses” is inte- 
grated into the over-all sales effort. 
The contest winner, identified by 
name and title, is shown wearing 
the latest feminine sun glass frames 
in a full-page color ad in Vogue. 
Counter display cards for dealers 
feature the ad. The same picture is 
used on post cards to dealers an- 
nouncing the new frame. “Miss 
Beauty in Glasses” is also used in 
newspaper ad mats for local dealer 
imprint. A promotional catalog for 
the salesmen’s kit contains a full- 
page color reprint of the Vogue ad, 





style trends in eyewear 


a 


Merchandising Broadside . 


pictures of the Vogue ad display 
card, plus a two-page spread on oth- 
er phases of the publicity program 
for the Ray-Ban line. 


>The “Beauty in Glasses” contest, 
however, is but one of numerous ac- 
tivities conducted for Bausch & 
Lomb. Vital also is a whole group 
of projects tied to the idea that one 
pair of glasses is not enough for dif- 
ferent visual needs. 

This is a self-evident sales tool, 
but not as readily apparent is the 
important public service involved in 
this campaign of public education. 
Over half the people in the country 
wear glasses. Yet very few of them 
realize that glass technology and the 
ophthalmic sciences have advanced 
to the point where it is now possible 
for them to obtain specialized eye- 
wear for each specialized seeing need 
—just as it is possible to obtain pre- 
cision tools for specialized jobs. This 
becomes increasingly important as 
our population grows older. Every 
year, more and more people are liv- 
ing longer, which means an expanded 
need for bifocals and trifocals. How 
well these people can work depends 
in many cases on how well they can 
see. In our complicated, fast-moving 
civilization, good vision is more im- 
portant than ever before. 

Through the Occupational Vision 
Research Center at Bausch & Lomb, 
which has the visual records of over 
12 million workers across the coun- 
try, many illuminating facts are com- 
ing to light on the relation between 
vision and working ability. This has 


. . Here is a typical page from one of 
Bausch G Lomb’‘s broadsides used to merchandise published 


been the source of major news stories 
in such publications as the Wall 
Street Journal and newspapers na- 
tion-wide. 


> Bringing the results of this pro- 
gram to the public through as wide 
a range of media as possible is an im- 
portant public service, which goes 
beyond the sales idea which sparked 
the research. 

To the optical professions, how- 
ever, this program conducted by 
Bausch & Lomb is important mer- 
chandising news. It means _ that 
Bausch & Lomb is broadening the 
market for optical products which 
optometrists and opticians dispense. 
Keeping them informed about this 
program, mainly through the Bausch 
& Lomb Magazine and reprints, is an 
important means of cementing rela- 
tions with its customers for Bausch 
& Lomb. 

In a sense, the publicity which 
Bausch & Lomb receives becomes an- 
other product in the company’s line 
and is treated as such in merchan- 
dising. 


> Thus, developing the thought that 
one pair of glasses is not enough for 
every visual need, stories are pre- 
pared which suit the specific inter- 
ests of editors in widely varying 
fields. For women’s magazines whose 
stress is on fashion, for example, an 
eyewear wardrobe is arranged, ex- 
plaining the different types of frames 
available for different costumes. 
Often this type of feature finds the 
editor preferring to use “Miss Beau- 
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headlines 


Your Patients Are Reading... Hearing... . Seeing. . . 
As a result, fashion and beauty editors f 
st coast, as well as a 


1 TV commentators, hav 


publicity items. Featured on the inside of this broadside, which 
was aimed at optometrists, was a giant montage of clippings 


ty in Glasses” as a model. Family 
publications, on the other hand, will 
receive material illustrating eye- 
wear for various ages and_ uses. 
These articles are used either as re- 
prints or in planograph montages to 
show the range of Bausch & Lomb 
publicity. 

Trade and industrial publications, 
which often have an audience with 
special interest in practical applica- 
tions of advances in optical science, 
are not neglected as vehicles for 
spreading information. A constant 
flow of new product stories keeps the 
professions aware of Bausch & Lomb 
as a pace-setter in the field. 

This comprehensive program, 
which aims at reaching every person 
who wears glasses, is supported by 
an institutional campaign designed 
to maintain and increase the already 
great prestige of Bausch & Lomb. 
Presentation of an Oscar Honorary 
Award to the firm last year for its 
service to the motion picture indus- 
try was an important public recogni- 
tion. The activities of Bausch & 
Lomb as an employer and an impor- 
tant member of the Rochester com- 
munity are also included in this part 
of the public relations program. 

The word never forgotten in all 
this activity is “sales.” Without ever 
using hard-sell phrases, such as “in- 
sist on Bausch & Lomb eyewear,” 
public relations has succeeded in 
putting over the Bausch & Lomb 
merchandising themes and in helping 
to develop brand identification in the 
face of obstacles peculiar to the oph- 
thalmic industry. 44 
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How Suburban Industry 


Becomes a Good Neighbor 


By James Joseph 


U. S. industry, fast moving to the 
outskirts, has got to sell itself as a 
good neighbor—or else. 

One plant that’s compounded a 
sure-fire formula for suburban good 
neighborliness is Kaiser Steel Corp.’s 
Fontana, Calif., works. 

Like many another, Kaiser planted 
its industrial roots in the outskirts. 
But unlike some others, it learned 
how to get along with the neighbors. 
Kaiser’s program has_ been 
range and predicated upon 
hard facts of suburban living: 


long- 
some 


e Where a plant hemmed by the 
usual big-city industrial complex 
can retain a goodly portion of its 
anonymity, the suburbanite finds 
itself burdened by a double yoke of 
scrutiny. 


e The suburban industry stands 
alone, the smoke it makes obvious 
its origin indisputable. 


e An accident, which wouldn't rate 
coverage by the metropolitan press, 
screams across the local weekly’s (or 
daily’s) front page. 


e The suburban industry is blamed 
for water shortages and power out- 
ages, gossiped about (in traditional 
small-time parlance), scrutinized 
and castigated over back fences. It 
becomes, unless its management is 
astute, “Mr. Big” of the community, 
vulnerable to that peculiar small- 
town cuss word, “bigness.” 


> Earlier, Kaiser got down to some 
old-fashioned back fence gossip in its 
“Reports to Our Neighbors.” One in- 
stitutional showed a couple of neigh- 
bors conversing across a fence. The 


subject? Air pollution. Sure, the 
plant admitted, some smoke ema- 
nated from its stacks. Then Kaiser 
told of the millions it had invested in 
purifying equipment, the team of 17 
full-time scientists whose sole job is 
air control and research, the self- 
sealing doors on the coke ovens, the 
dust collectors at the crushing area. 
But Kaiser frankly admitted that an 
electrostatic precipitator installed on 
its No. 3 open hearth hadn't lived up 
to the expectation it would remove 
95°, of the smoke. 

But, Kaiser said in its backfence 
report, we've got our engineers 
working day and night. We've al- 
ready achieved an 82°; 
duction for limited 
continue these 


smoke re- 

periods. We'll 

experiments 

until we achieve maximum control 
Kaiser had its say. The plant up- 

dated the neighbors, played fair with 

them—and won their support 


> You've got to think in new terms 
terms of neighborliness,” says pub- 

lic relations director Reynolds. 
“Produce steel? Sure,” he contin- 

ues. “Likely our production wouldn’t 
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e If the plant's officials take the lead 
in local affairs, people accuse the 
plant of domineering the community. 
If it remains aloof, it’s charged with 
being a prime example of stone- 
hearted uncooperative big business. 


When Kaiser Steel broke ground 
for its big steel making plant, nearby 
Fontana wasn't even incorporated, 
had less than 4,000 residents. Today, 
13 years later, the town’s population 
has swollen to 16,000. Three thousand 
of its families are Kaiser-employed. 
Forty-three thousand people live in 
the immediate area. And Kaiser Steel 
finds itself the biggest single indus- 
try, the third largest taxpayer in the 
nation’s largest county —San Ber- 
nardino. 


>Query town folk—Kaiser-families 
or not—and you'll hear nothing but 
praise for the plant. 

“It's a good neighbor,” says a local 
druggist. “Best thing ever happened 
to this area,” comments a carpenter. 

Behind it all is Kaiser’s down-to- 
earth promotion program which has 
but a single, all-important purpose: 
to make Kaiser Steel a good neigh- 
bor, thought of in terms of accessi- 
bility, rather than as a hunk of real 
estate fenced in and labeled: ‘“Pri- 
vate Property—Keep Out.” 

Through a series of “Reports to 
Our Neighbors,’ Kaiser has shown 
its neighbors that Kaiser’s problems 
are, after all, just like anybody’s. 
The housewife buys at the grocery; 
so does Kaiser Steel. Mom sweeps 
the floors and vacuums; so does 
Kaiser. 

The Kaiser formula? “What You 
Do . .. We Do Too,” an institu- 
tional theme which periodically ap- 
pears in some 17 community papers, 
reaches every town where there are 
Kaiser employes. All in the series 
were 600 line, black and white. 


> The theme was originated by Kais- 
er’s public relations director, Earl S. 
Reynolds, and his assistant, W. H. 
Seineke, and put into finished form 
by Young & Rubicam, Inc., San 
Francisco. 

Some typical “What You Do—We 
Do Too” reports: 


1. Line drawing shows Mr. and Mrs. 
Jones welcoming friends at the door 
g a second drawing pictures a 
Kaiser employe showing visitors 
around. The pitch: “Like most peo- 
ple, you probably enjoy visits from 
friends—and take pride in your home 
and hospitality. We feel the same 
way at Kaiser Steel. Last year over 
21,000 of you came to see us 

come see us 
friends.” 


and bring your 


2. Top of the page drawing shows 
dad adding a garage to the house .. . 
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and below, a hard-hatted Kaiser riv- 
eter astride a new girder. The pitch: 
“Many of you find that, as your fam- 
ily and needs grow, you have to find 
ways to increase your living space, 
perhaps by adding a room. We have 
faced a similar situation many times. 
For example, since 1951 we have ex- 
panded to include a third blast fur- 
nace; a big new tin plate mill; 90 new 
by-product coke ovens ... we 
know you take pride in your grow- 
ing family and bigger home . . . and 
we feel you share our satisfaction in 
our growth, which means more jobs, 
more payroll dollars, more prosper- 
ity for this community.” 


3. Another institutional “Report” 
shows a housewife tending her gar- 
den. And beneath, a Kaiser gardener 
tending the plant’s lawn. The pitch: 
“We, too, are constantly trying to do 
our part in contributing to the beau- 
ty of this Valley. Thus, our grounds 
have lawns, gardens, shrubbery, as 
well as groves of walnut trees, acres 
of vineyards—quite an unusual back- 
ground for a steel mill . we think 
it also means being a good neighbor 
to you—and we're doubly proud of 
that.” 


4. When April 15 rolled around, 
Kaiser commiserated with its neigh- 
bors, told them by a “What You Do 

. . We Do Too” ad that Kaiser, like 
everybody else, was paying lots of 
taxes. The pitch: “We... are proud 
that our tax dollars contribute to 
civic betterment in all fields.” 


5. The “What You Do . We Do 
Too” formula touches the everyday 
living of Kaiser’s neighbors. Thus, 
another of the series showed a house- 
wife with an armful of bundles. And 
beneath it, a Kaiser warehouseman, 
trundling a cartful of supplies. The 
pitch: “To keep your home running, 
you pay for supplies and services 
such as food, clothing, utilities, home 
maintenance, transportation. We do 
the same thing—to keep our plant 
running last year we spent 
approximately $8,000,000 in the com- 
munities immediately surrounding 
our plant for outside supplies and 
services in this way, both your 
shopping bill and ours add to the 
wealth of the entire 


community, 
benefiting everyone!” 


6. Then there was the ad showing 
Mrs. Housewife at work over a bowl 
of batter and below it, a Kaiser 
steelmaker (in chef’s garb) stirring 
a kettle of molten steel. The pitch: 
“In preparing your meals, you have 
to be sure to please a lot of tastes 
and appetites it’s the same with 
us when ‘preparing’ steel. We make 
many kinds of steel to meet the 
needs of . a wide variety of cus- 
tomers.” 


> You've got to think in new terms 
—terms of neighborliness,” says pub- 
lic relations director Reynolds. 

“Produce steel? Sure,” he contin- 
ues. “Likely our production wouldn't 
be drastically affected, even if we 
withdrew, locked our plant gates, 
told nearby communities to mind 
their business and we’d mind ours. 
But that’s not really the point. We’re 
part of the community. What we do 
affects everybody — including our- 
selves, because we’re the people who 
make up part of those communities.” 

But the biggest effort is to whittle 
down that aura of bigness. Kaiser 
has found its “What You Do—We Do 
Too” institutionals the best approach. 
Housewives come to understand the 
plant’s problems. So do dad and the 
kids. 

Thus, when some plant visitors, 
eyeing Kaiser’s coke quenching proc- 
ess, remarked about the vapor and 
subsequent water waste in a valley 
that hoards its water, Kaiser took its 
case to the community. 


>It built a “Report to Our Neigh- 
bors” around its extensive water re- 
use system. Kaiser explained how 
plant engineering was constantly at 
work finding new ways to re-use 
water. “Neighbors” were told that 
the apparent waste in the coke 
quenching wasn’t waste at all: most 
of the water used had been squeezed 
from coal imported all the way from 
Kaiser coal mines in Utah. It wasn’t 
local water. Besides, all but a frac- 
tion of it was recaptured, used else- 
where in the plant. Most important, 
said Kaiser, “We make every drop of 
water last. We re-use every gallon at 
least 46 times.” And further, “Less 
than 215°, of the water in Fontana’s 
system has to be replaced.” 

“This conservation,’ the report 
continued, “is accomplished by three 
million dollars’ worth of filters, cool- 
ers, purifiers and re-circulating 
equipment which re-use and re-cir- 
culate water so that the only loss is 
through evaporation.” 


> To close-by farmers, Kaiser, in an- 
other “Report,” outlined its expand- 
ing program for analyzing effects of 
gases and smoke on crops. Kaiser 
told how 17 scientists and techni- 
cians, assigned to a new plant air 
control and research department 
in 1952, man 79 sampling stations 
within a 1600 sq. mile area, and also 
operate a half dozen plots and three 
greenhouses. Each greenhouse is a 
test lab, Kaiser explained, safeguard- 
ing and simulating pollutant effects 
on “your own crops.” 

Kaiser’s new dimension in neigh- 
borliness has rewarded the effort. 
And it can do the same for many an- 
other plant, migrating to the out- 
skirts. 44 














Tenth annual POPAI show will incorporate many unusual and successful ideas 


April ivoo * aP * ot 





for competing favorably for the customer’s dollar at the point-of-purchase. 


Prepared for AR by the 
Point-of-Purchase Advertising Institute 


The nation’s advertisers—in their 
endless search for displays designed 
to compete favorably for the atten- 
tion and the dollars of the retail 
shopper—will find some of the more 
unusual and successful in point-of- 
purchase material at the 10th annual 
symposium and exhibit of the Point- 
of-Purchase Advertising Institute, to 
be held April 10-11-12 at the Shera- 
ton-Astor in New York City. 

Something new and different, and 
supplying a long-felt need in indoor- 
illumination, point-of-sale sign de- 
sign and application is the new 
Sharpshooter - Transchrome Insert 
change-of-copy, illuminated point- 
of-purchase sign being introduced by 
the Ohio Advertising Display Co., 
Cincinnati. The replaceable color 
face copy insert enables the adver- 
tiser to “sharpshoot” at specific prod- 
uct promotion or program, or to keep 
the sign face message seasonalized 
with seasonal change of copy. 

Marked sales increases were writ- 
ten for Philco television receivers 
when key sales features were dem- 


onstrated directly to street traffic by 
means of the RC-101 remote control 
capacitance switching unit intro- 
duced recently by Marketing De- 
vices Inc., New York City. The 
switcher unit can start or stop mo- 
tion displays, light illuminated signs, 
or activate product demonstrations. 
It is activated on proximity by street 
and in-store traffic. 


> Window display units produced for 
the elastic goods division of Bauer & 
Black by Zipprodt Inc., Chicago, are 
credited by the advertiser with im- 
pressively increasing the sales of the 
retailer in some cases as high as 
515%. 

A brand-new Chicago automobile 
manufacturer—the Silvestri Art Mfg. 
Co.—is selling its products at a rapid 
clip. The autos, however, are models 
—replicas of the famous makes, built 
exactly to one-third scale. A few are 
sold to youngsters, but most are sold 
for sales promotion projects, or as 
prizes. 

One of the newest developments in 
Plexiglas signs is a two-faced pat- 
ented sign developed by Display 
Corp., Milwaukee, for Whirlpool. 





Through the use of special gadgets 
and adhesives, one-half of the sign 
is mounted to the outside of the 
dealer’s window, while the other half, 
along with the light harness, is 
mounted inside the window. This 
permanent sign gives good logo iden- 
tification on the outside and acts as 
a point-of-purchase piece on the in- 
side. 


> There’s been excellent response to 
a comparatively new pre-packaged 
display shipper manufactured by the 
Gibraltar Corrugated Paper Co. Inc., 
Clifton, N. J., according to S. Paul 
Boochever, vice-president in charge 
of the firm’s display division. This 
brightly colored shipping container 
begins to sell a product even en 
route, and then becomes a floor 
stand, or a shelf extender or counter 
merchandiser in a matter of seconds. 

A growing demand for so-called 
demonstrator displays is reported by 
E. Leslie Wathen, division manager 
of the Strobridge Lithographing Co.., 
Cincinnati. This firm reports a dis- 
play produced for B. F. Goodrich 
Life Saver tubeless tires which en- 
ables the tire salesman to demon- 
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STICK TIGHT 


New Displays Among the displays at the POPAI show will 
be these: A pre-packaged shipping container by Gibraltar Cor- 
rugated Paper Co.; interior display for Carstairs Distillers by 
Consolidated Lithographing Corp.; stainless steel cookware 


display for Bridgeport Brass Co. by William Melish Harris Asso- 
ciates; Burgermeister sign by Liquid Light Co.; window units 
for Bauer G Black by Zipprodt Inc.; counter stand by Crown 
Wire Mfg. Corp., and car replicas by Silvestri Art Mfg. Co. 


Two-Faced Sign . . . Among newest de- 
velopments at POPAI show will be a two- 
faced illuminated sign developed by Dis- 
play Corp. for Whirlpool. One-half the 
sign is mounted on the outside of the 
window, the other half on the inside. Pic- 
tures show inside (left) and outside 
(right) views of sign 
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strate what happens when a nail 
punctures a tire. It simplifies the 
problem of explanation and is even 
used on the advertiser’s tv commer- 
cials. This puts displays in another 
category—as sales tools, Mr. Wathen | f 
reports. i 

Liquid Light animated signs for 
outdoor billboard advertising and 
outdoor overhead signs for individ- 
ual establishments have been an- é 
nounced by the Liquid Light Co., a 
San Leandro, Cal. The firm says that, - 
after a 11-year field test, the first : 
large production run was done for 
the San Francisco Brewing Co. The 
words “cold” and “beer” are silk- | 
screened in white and the word 
“Burgermeister” fully animated in 
beautiful colors with specially 
formed raised letters. These letters 
act as refractive lenses of optical 
clearness. 





DELIVERIES— 


>An interior display for Carstairs | 
Distillers, division of Calvert Distil- 
lers Co., is a full-scale grandfather 
clock that is actually an efficient 
time-keeper. The clock cabinet pro- 
vides three shelves for the display of 
bottles. Each bottle is protected 
against pilfering by special construc- 
tion that provides wire loops to se- | 
cure them individually. Flasher 
lights call attention to bottles, as well 
as clock face, where the slogan, 
“Carstairs Time,’ appears. It was | 
produced by Consolidated Litho- | 
graphing Corp. 


With experienced personnel 
and modern equipment, we are 


prepared to produce your ad- 





vertisement from the original 
idea to its ultimate finish... 


with DEL/VERY ON TIME. 





Brass plated handles for the dif- 
ferent products of Seagram Distillers 
in half-gallon bottles have been de- 


co 
veloped by Crown Wire Manufac- 
i turing Corp., Edgewater, N. J. These | 
are designed so the handles cannot | 
; be used for any other bottle. Crown | LITHOGRAPHIC MANUFACTURING CO. 


Wire also developed a copper-plated | 
counter stand with a theft-proof de- 











vice. The display also includes avery | PRIMOS, PA.- NEW YORK - CHICAGO - BOSTON 
ne ee ee ts A suburb of Philadelphia 25 West 43rd Street,18 221 North La Salle Street,1 10 High Street, 10 
effective multi-colored sign on Fie 
| . « « for more details circle 418, page 121 
chrome-plate metal. 





A display for a full line of stain- 
less steel and copper -laminated 
cookware designed to catch the eye | 
of the strolling shopper has been de- 
veloped for Bridgeport Brass Co., by 
William Melish Harris Associates | 


ish Hlarvis Associates | Je PoP! 
Inc., Greenwich, Conn. Two sizes of | we )) \ Leow - = 
displays were designed—each ani- | ‘ nm 


mated by moving light sources to 
show how copper serves to distribute 
heat evenly. Four full-color plastic 
transparencies show how the square 
design of the Bridgeport Brass cop- 
perware gives greater capacity. 


* (French) THINK .. . does paper, board, 
color and printing make effective Point Of 
Purchase? Only when they represent a vital 
element—the idea. Our job is to distill our 
field experience and research into the idea 
that makes your P.O.P. really pop! We'd like 
to show you how we work. Booth 53, POPAI. 
CARTER AND GALANTIN, INC. 


710 west jackson chicago6 andover 3-6546 


“What was once considered the 
junior member of the advertising 
team is fast sprouting into a full- 
fledged partner,” according to S. Mc- 
Caslin, vice-president and director 
of Kling Displays, Chicago. “Soon 
no top merchandiser will consider an 





NEW YORK FTROIT 
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IT 1S TIME 10 THINK OF CHRISTMAS 


STYROFOAM 
FABRICATIONS 
COMPLETE UNITS— 


ANIMATED DISPLAYS 
PACKAGING INSERTS 

BOX INSERTS 

OVERLAYS FOR PRINTED MEDIA 








Complete Facilities — 
For Collating and Shipping 
Display Materials 


Write for free 
CHRISTMAS CIRCULAR 


Eastern Representatives 


LERNER ASSOCIATES 
220 Fifth Ave. 


New York, N. Y. 


OE ics INCORPORATED 


1823 MILWAUKEE AVE., CHICAGO 47, ILLINOIS + ARMITAGE 6-3626 









DESIGNERS AND PRODUCERS OF DECORATIVE ARTWARES 
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New Stag Beer DECAL WINDOW VALANCE 


by MEYERCORD 
Features ‘‘Day and Night” Effect 


The basic design idea for the new Stag Beer Decal . 
Window Valance program is a New Orleans wrought Write for your Free 
iron effect . . . with both day and night attention copy of the Meyercord 
value. In daylight the grill work is antique white “ADvisor” Decal Man- 
on a soft green background .. . —— lighted 
from inside, the grill work appears black against a . 
translucent aa background. For that important formative and helptul 
“added ingredient” in your decal point of sale pro- in planning your decal 
gram, call upon the art production and service facil- program. No obliga- 
ities of Meyercord—to pay dividends in resultfulness. 


val—in full colors. In- 


tion, of course. 


THE MEYERCORD CO. 


. « « for more details circle 430, page 121 


DEPT. R-207 
5323 W. LAKE ST. 
CHICAGO 44, ILL. 
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Philco Display . 
demonstrated directly to street traffic in 
new Philco Display by Marketing Devices, 
Inc. Note how antenna installation is con- 
cealed behind pushbutton sign. 


. . Key sales features are 


advertising program complete with- 
out proper coverage at the only place 
that consumers can buy products. . . 
at the point-of-purchase,” he added. 

44 


New Plastic Trim 
Looks Like Metal 


Samples of a plastic trim with the 
appearance and lustre of polished 
brass, copper, gold, chrome, etc., are 
available from Anchor Plastics Co., 
Long Island, N. Y. 

Called “Golden Glow,” the trim 
can be used as framing around ad- 
vertising cards and signs, mass pro- 
duced displays, store promotion ma- 
terial and other items made from 
wood, cardboard, metal, 
plastic sheeting. 

The trim is flexible enough to be 
bent around curves parallel to its 
sides, and will not rust, corrode, fin- 
germark or get dull with age, ac- 
cording to the company. 

Additional information and sam- 
ples are available. 


For your copy circle No. 331 on the 
Readers’ Service Card inside back cover 


glass or 


Gardner Offers Brochure 
On Unusual 3-D Displays 


An eight-page brochure, “Selling 
and Training in 3-D,” by Gardner 
Displays Co., Pittsburgh, Pa., illus- 
trates the advantages of three-di- 
mensional models and perspective 
dioramas in selling products which 
are too big or too small to be effec- 
tively displayed or demonstrated. 

Examples of 3-D models shown in 
the brochure include a Diesel loco- 
motive model, a portion of a watch 
mechanism and full dimension mod- 
els of complex machinery. 

In addition, “Selling and Training 
in 3-D” also includes illustrations of 
visual training slides that move to 
show mechanical action. 


For your copy circle No. 332 on the 
Readers’ Service Card inside back cover 





ick a card... 


but be sure it’s Falpaco 


No matter which one you choose, you are sure of coated one or both sides, white and colors and 

getting a quality card that performs on any job. specially coated for lithography ... also specially 
Keep in mind that you are in good company... coated for letterpress and screen process. Specify 

generations of printers and production men in all FALPACO on your next job and see the difference. 

processes have continually used FALPACO coated Falulah also makes FALPACO coated folding bristol 

blanks because of their superior printing qualities. — a versatile bristol that gives maximum results in 
Falulah offers a complete range of coated blanks, | printing, scoring and die-cutting. 


Ask your paper merchant for samples and prices. Distributed by authorized paper merchants from coast to coast 


NEW YORK OFFICE—500 FIFTH AVENUE, NEW YORK 36, N. ¥. MILLS: FITCHBURG, MASS. 
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For The First Time in the 
display industry! 
BATTERY OPERATED 

STOP and GO! 


Pa ™ 


4 STOPS IN 1 REVOLUTION! 


Sample unit $5.95 @ Same unit mounted in 
a turntable $8.95 P.P 


Runs on two flashlight batteries with a load 
f Ibs. for 5-8 weeks continuously! 
“SUPERTURNA” 


versatile battery-operated Turntable 


MAIN FEATURE: INTERCHANGEABLE Plates! 
Runs on 2 ordinary flashlight batteries for 
Ss weeks with a load of 6 Ibs.! 


Sample Unit: $9.95 Postpaid 
“LILLIPUT 913” 


Runs on TWO FLASHLIGHT BATTERIES 3-4 
WEEKS with a load of 4-5 Ibs. Can run ver 
tically. 5 RPM 


Sample unit with batteries $2.40 postpaid 
Ask for quantity discounts 
Please visit booth NR. 7 in the POPAI Show. 


HERTVY COMPANY, INC. 


REGO PARK 74, NEW YORK, N. Y. 
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Disneyland Display . . . Pinocchio ‘‘plays”’ 
the xylophone while Jiminy Cricket 
““dances’’ in motion display developed by 
W. L. Stensgaard and Associates Co., Chi- 
cago, for Disneyland department store 
promotion. Performers are carved of light 
weight solid Crystafoam, surfaced with 
papier mache for a smooth finish. 


ITI 


Vacuum-Formed Products 
Listed in Nordic Folder 


A brochure that shows many ex- 
amples of items produced by vacuum 
forming and gives a technical ex- 
planation of the materials used in 
the products is available from Nor- 
dic Plastics Co., Brooklyn 17, N. Y. 

In addition, the Nordic brochure 
lists all thermoplastic materials 
available to industry for vacuum 
forming and tells how they are han- 
dled at Nordic. 

Described are such vacuum formed 
items as: 


Serve-yourself signs 
Thermostat, switch covers 
Animated displays 

Plastic boxes 

Tote boxes 

Machinery side covers 


For your copy circle No. 328 on the 
Readers’ Service Card inside back cover 


Booklet Tells Procedure 
In 3-D Merchandising 


Custom Displays Inc., Warren, O., 
is distributing a 12-page booklet that 
graphically describes the step-by- 
step procedure followed in develop- 
ing trade show exhibits and silk 
screen projects and shows samples of 
point-of-purchase displays. 

Entitled “3 Dimensional Merchan- 
dising,” the brochure is in three col- 
ors and profusely illustrated with 
actual examples of work done by 
Custom Displays for national manu- 
facturers. 


For your copy circle No. 329 on the 
Readers’ Service Card inside back cover 





Questions 


and 
Answers 
in 
Lights 


Battery-Operated Selector Board 
Displays Prove Quite Successful 
as Point-of-Purchase Participa- 
tion Stimulators 


NOVEL TRAFFIC STOPPER—This Helene 
Curtis Beauty-Scope Display has proven 
to be a real hit with salesmen, dealers, 
and consumers alike. Display attention 
boosts sales of their hair preparations. 


SH Woh Bes = 
im i in oe 


SR) id Satia ei a7) 


JUST PUSH THE BUTTON—Presto the right 
battery number for each particular port- 
able radio lights up when the prospective 
buyer pushes the indicated lever below 
the photo of his model radio. 


Get the facts about an electric selector 


board promotion for your product. 
Write today for our descriptive booklet. 


MARKETING DEVICES, INC. 


1170 Broadway New York 1, N. Y. 
MUrray Hill 4-3294 Cable: ‘MARK DEVICE” NY 
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COUNTER 


By Being on Hand Where SALES Are Made ... TENE 


te 
AUTHORIZED PS 


SEE THEM 


BOOTHS 


20 © 21 « 22 


INDOOR 


Atak 


OUTDOOR 


ADVERTISING METAL DISPLAY CO. 
Chicago 50 © 4620 West Nineteenth Street ¢ Blshop 2-1242 
New York 10 © 2 East 23rd Street © Algonquin 4-1295 


Find Out How Big Names Move Big Volume - Write 
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about and yet the most effective color reproduction possible 


that will last the lifetime of the displa 


y. Since the decal 


. 


Want some light on the subject of 
point-of-sale? Then take good a look 
at the new series of point-of-sale 


units designed by Anheuser-Busch with all the true-color magic 
. developed especially for illuminated signs. . 


no frames or special lighting necessary, no weight to worry 
-and-span condition forever. Colors are permanent 


th a deep intensity to provide the finest reproduction values 
. color process lithography in decal form. 


lay.. 


WITH FINE FOODS 


isp 


. 


wil 


becomes an integral part of the unit, a damp cloth will keep the 
sign in spic 


of the actual scene, reproduced in decals applied to the inner 
plastic surface of the sign! It’s the latest creative contribution to 


better d 
possible. . 


CoS EI 


@ 


th full 


color decals. 


signs WI 


LAGER BEER 
For further information 
communicate with AR-4 


A PF pECALWAY 
OF MERCHANDISING 
PALM, FECHTELER & CO. 


Budweiser 


Mokers of quality decals since 1856 


— 
YY 
C= 
bandh 
C= 
Iadhe! 
— 
—_ 
© 
—_ 
a 


illuminated plastic 


85 MAPLE STREET, WEEHAWKEN, N.J. 
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CEIL-STICK PARA-STICK TWIN-STICK 


PLASTIC DISPLAYS LOVE 
... ‘Hang 'N Stick,” the clever Sponge Rubber pad 
that works twice as hard for you. Sticks your display 
sign to glass and tile with its special pressure sensitive 
adhesive or hangs it from a hook by means of attached 
knotted string. Real Cool. ... Write to 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. Chicago 6, Ill. 
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Clamps On Back . . . Displa-Mobile 
made for Englander stays put when cus- 
tomer sits on sofa or pulls out bed 


Mobiles Perk Sales 
In Englander Campaign 


Good point-of-sale material, mer- 
chandised and installed by the sales- 
man, can start a chain reaction of 
vastly increased sales to dealer and 
consumer. That’s the finding of Eng- 
lander Co.’s advertising director, 
Richard W. Girvin, after several 
weeks in the field making dealer 
calls with salesmen. 

“In almost every case, the top 
salesmen in our operation are those 
who take a point-of-sale promotion 
and actually ‘merchandise’ it to the 
dealer .. . sell the package .. . and 
sell the dealer merchandise to back 
up the package. 

“We get our salesmen further into 
the act by requiring him to put up 
the material,” he adds. “This helps 
the dealer and assures Englander of 
actual installation.” 

First step in the company’s point- 
of-sale promotion is to find material 
that’s versatile, easy to assemble and 
install. For the past three years Eng- 
lander has used mobiles designed 
by Berger-Amour, Chicago, as the 
nucleus of its dealer promotions. 
Called Displa-Mobiles, they hang 
over a wire, on an air vent or over a 
pipe, take a few seconds to put up. 

Since the mobiles are in constant 
motion, they get maximum attention. 
Mr. Girvin finds. Also important, they 
require no floor or counter space and 
usually hang away from store traffic. 
where they won’t get in the way of 
customers or salesmen. 

Streamers, banners, ad reprints 
and counter cards round out Eng- 
lander’s point-of-sale package. 44 





Realism by Texture-Flex Unusual 
shoe display features realistic brick walls 
and herringbone brick walk of ‘’Texture- 
rubber-like, pliable substance 
that reproduces textures accurately 


Flex,’ a 


Catalog Describes Material 


That Reproduces Textures 


A catalog describing a 3-D mate- 
rial available for exhibits, displays 
and backgrounds is being offered by 
the Chester Rakeman Scenic Studios 
Inc., New York. 

Called “Texture-Flex,” the rub- 
ber-like composition material is de- 
signed to reproduce textures authen- 
tically. 

Available in a variety of simulated 

materials, such as fieldstone walls, 
clipped hedges, and leaf borders, etc., 
“Texture-Flex’” comes in 4x8’ sheets 
that are flexible and light in weight. 
The sheets may be stapled to verti- 
cal or horizontal surfaces, as in the 
case of the walls or walk, or may be 
placed around shaped forms, as when 
the bark texture is used to form a 
tree. 
“Texture-Flex” 
shows the various textures together 
with many designs of potential appli- 
cations and lists prices ranging from 
$12.50 for a “tree-stump” to $25 for 
a dozen assorted “rocks.” 


The catalog on 


For your copy circle No. 330 on the 
Readers’ Service Card inside back cover 





How to save on 


Point of : 
Purchase 
Finishing! 


To save money, many printers (even those outside 
of New England) are using American’s all-under-one- 
roof finishing service. For instance, where printing is 
done outside of New England, on POP displays sched- 
uled for New England use, you save considerably on 
shipping by having the finishing done nearest the area 


of use. 


From tiny displays to giant 33” x 47” blow-ups. 
American’s complete services of coating, die cutting, 
mounting, assembly, and shipping assure you of fast, 


efficient work ... 
critical standards. Phone or write today. Let us prove 
how we can help you save. 


21 finishing services 
all under one roof 


and results to meet your most 


New England’s most complete finisher 


AMERICAN* 


saligucinG 
DISPLAYS 


at the 


POINT OF SALE 


completing your advertising 
campaign 





ee 


Counter, Window, 
Floor Displays 


in all materials 


LITHOGRAPHY 

SILK SCREEN 

RUBBER PLATE 

WOOD e WIRE 
@ PLASTIC 


A Complete Service... creators, designers and 
producers for your Point of Sale Material. 


CHARLES A. LONG, JR., Inc. 
WLVz) vee) Aduertising 
4028 Walnut St., Philadelphia 4, Pa. 


Serving National Advertisers for 29 years. 


SOOOHHOSOSSSHOSSSOSOSSSEHSSSOSOOSOSESEES 
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44 Chardon St., Boston, Mass., CApitol 7-2848 
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SALES-MAKING 


BOLTON 


BECAUSE THEY DEMAND ATTENTION 


“Remindership”’ advertising at the point- 
of-sale pays off in extra sales. And at the 
point-of-sale, decals often serve best because 
they're colorful, practically permanent and 
acceptable to most dealers. They're easy 


for your salesmen to carry and apply 


Prentice decals have bright, sun-resistant 
colors and tough films that make applica 


tion easy without waste. 


Write today for decal estimates of your 
designs or we'll submit sketches for ap- 


proval. Write Dept. A-4 for samples 


PRENTICE Propucts Co. 


LINCOLN HIGHWAY EAST 
FORT WAYNE, INDIANA 
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INDUSTRIAL 


DESIGN 


As applied to the P.O.P. Industry 
means Custom Designing to fit 
specific needs, that can be eco- 
nomically mass produced in the 
most adaptable materials styled 
in eye-appealing shape and form. 









Plastic Counter Merchandiser 


Gold Plated Trophy Cup 


Lithographed Super-Market Dioramas 





THOMAS A. SCHUTZ CO. Inc. 
8710 FERRIS AVE. MORTON GROVE, ILLINOIS 


THE INDUSTRIAL DESIGNERS OF THE P-O-P INDUSTRY 
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A unique departure at this year’s POPAI show will be an exhibit by 


advertisers who use point-of-purchase materials, They will demonstrate 


how displays can be used to stimulate impulse buying and reminder sales. 


By Donald S. Hutchinson 
President 
Point-of-Purchase Advertising Institute 


A unique feature of this year’s 
POPAI show will be a special exhibit 
of advertising by PopaI associate 
members, who will show how they 
use the materials the show is all 
about. 

Associate members of POPAI, many 
of whom will exhibit their point-of- 
purchase materials at the show, in- 
clude such companies as Bristol- 
Myers, Calvert Distillers, Cities 
Service, Dow Chemical, Eastman 
Kodak, Elgin National Watch, Gen- 
eral Electric, General Foods, Gillette 
Safety Razor, Johnson & Johnson, 
Pepsi-Cola, Remington Rand, Shell 
Oil, ete. 

The members’ show will include 
p-o-p materials designed for two 
major categories: 


e Impulse buying .. . These are pur- 
chases made within the store that 
the purchaser had no intention of 
making when entering. Research by 
the Point-of-Purchase Advertising 


Institute indicates that from 50°, to 
75°, of all purchases in supermar- 
kets are of this type. 


e Reminder sales ... Reminder sales 
are sales which are consummated 
through a combination of other 
media and point-of-purchase. They 
include, for example, consumer items 
advertised in magazines, on radio 
and tv, ete. 

Such advertising can only plant 
the seed. Customers must be re- 
minded at the point of purchase. 
That is why you see so many point- 
of-purchase pieces designed to call 
attention to the fact “as advertised 
in Life or The Saturday Evening 
Post” or “as seen on the Kraft Tele- 
vision Theater.” 

It is important to note that our 
estimate is that from 750 million to 
one billion dollars is spent for point- 
of-purchase materials annually. 


>A research plan for 1956 being 
pushed by popal will investigate the 
“cost-per-thousand” circulation fig- 
ure for point-of-purchase material 
in the drug and grocery fields. Also 
being studied are point-of-purchase 


advertising expenditure figures in 
relation to similar advertising ex- 
penditures in radio, tv, newspapers, 
magazines, direct mail, etc. 


We believe that in any listing of 
advertising expenditures by type of 
media, point-of-purchase advertising 
should have its own listing instead 
of being lumped in a miscellaneous 
group without any indication of how 
large a part it may play in that 
miscellaneous group. 


A greater expansion of p-o-p ma- 
terials in the years ahead can be 
seen in color tv. For example, Colgate 
Dental Cream, packaged in the fa- 
miliar red and white box, is flashed 
on the tv screen in color every day 
on the ‘Howdy-Doody’ telecast. 


This brilliant red box is readily 
recognized by the youngster at the 
point - of - purchase. Such full-color 
advertising on tv will have to be 
repeated at the point-of-purchase if 
a really complete job is to be done. 
Thus, the point-of-purchase field is 
expected to reach even greater pro- 
portions in the advertising industry 
in coming years. 44 
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Labels, packaging, displays, brochures, calendars. 
Modern one-stop shopping coordinates your complete promotion 
program. Planned by creative designers with success 
stories in every major marketing field . . . produced by 
scientific quality control. Bronzing, embossing, 
die-cutting and every sort of varnishing, including 
our exclusive Consol-Lustre. 


Laboratory-testing for scuff and fade resistance. 


Won't it be worth your while to use this 
efficient, one-stop shopping plant? 


Consult Consolidated on your next promotion plan. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 
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Without sacrificing its traditional 
“ethical” approach, Abbott Labora- 
tories has begun a program of con- 
sumer advertising to back its non- 
caloric sweetener, Sucaryl . . . and 
point-of-purchase materials play a 


major role in the new campaign. 


By Bert Enos 
AR Managing Editor 


Point-of-purchase played an im- 
portant role when Abbott Labora- 
tories, North Chicago, made its first 
venture into the consumer market. 

Traditionally, Abbott has sold its 
products exclusively through physi- 
cians and pharmacists, and its sales 
pitch has been in keeping with the 
“dignity” and “ethics” long associ- 
ated with the medical profession. 

It was Sucaryl, a non-caloric 
sweetener, that brought the change 
in Abbott's approach. 

Sucaryl has been merchandised 
through physicians and pharmacists 
for the past five years as an aid in 
treating diabetics and others who 
diet under doctors’ orders. 


>But last year, a revision of the 
Sucaryl formula made it possible for 


Double-Duty Display . . 


. This two-sided display is a key ele- 


ment in Abbott’s Sucaryl campaign. One side (left) offers 
druggists a strictly institutional message, while the other side 
(below) is a promotion for Sucaryl. Abbott has used similar 
displays in the past, but with twin institutional messages. 


P PRESCRIPTION LABEL 
YOUR AGBURANOE 
OF PROFESSIONAL GKIKL 


AND CARE 


ars 


2 


aay 


DGe ven vous vues comy oF 


CALORIE RAVING RECIEES 


the average consumer to use the 
product in a variety of ways — in 
cooking, put directly on food, as a 
sweetener with drinks, etc. Better 
still, the after-taste that was present 
in original Sucaryl now had been 
eliminated. 

New, improved Sucaryl obviously 
fit the consumer market—a market 
which Abbott estimates includes 
some 13,000,000 consumers who diet 
for reasons of health and vanity 
without the benefit of doctors’ advice. 

The question was, how to reach 
this large consumer market — and, 
more importantly, how to reach it 
without sacrificing the traditional 
“dignified” approach that has long 
characterized Abbott's advertising. 

A strong point-of-purchase pro- 
gram, backed up with consumer pub- 
lication advertising, radio and tv 
spots and publicity directed to home 
economists, was decided on. The 
point-of-purchase program included: 


e Display cabinet The central 
feature of the Sucaryl point-of-pur- 
chase materials, the display cabinet, 
was designed to give a “medical” 
appearance. Of white wire mesh, it 
contained a glass shelf which, with 
the floor of the display, gave room 
for several packages each of the Su- 
caryl line. The cabinet was topped 


with a plastic sign, labeled “Dietetic 
Department.” The back of the cabi- 
net was removable, so druggists 
could easily keep the cabinet well- 
stocked. 


e Recipe booklet ... This was a 28- 
page, 442x6” booklet, designed to be 
placed in an easily accessible part of 
the display cabinet, as well as for 
window and counter displays. Sec- 
tions of the booklet, such as “Cakes,” 
“Salads,” etc., opened with full- 
color bleed illustrations, and were 
followed with specific recipes, enliv- 
ened with line drawings, and in each 
case giving the caloric count if made 
with Sucaryl and if made with sugar. 


e Easel-back display card ...A 
counter piece, the display card was 
die-cut 9142x1114” and was designed to 
hold a 4-oz. bottle of liquid Sucary] 
and a smaller bottle containing 100 
tablets. A flap that locked into the 
easel held the solution, while the 
tablet bottle fitted snugly into a die- 
cut hole the actual bottle size. A 
pocket at the top and back of the dis- 
play card was provided to hold recipe 
booklets, and a triangular piece run- 
ning to a point some 2” above the 
back of the card called attention to 
the “free booklet.” 

e Counter display box . This was 
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new display dimensions 
get selling action... 


at Ccounter-card cost! 


frame, bree-flowin4 


SQUEE 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design— infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 

sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


SHOW 


Let Iles 
AGO e ag YORK e DETROIT 
KA 
NSAS city B PHILADELPHIA 


and other Mt) 3) Cities 


Trademark 
Squee-zel 
Registered 


CHICAGO SHOW PRINTING COMPANY «+ 2626 N. Kildare Ave. + Chicago 39 


U. 8. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-zel Registered 


. . . for more details circle 377, page 121 
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Counter Display . . . Holding 12 bottles 
of Sucaryl tablets, display box requires 
only small counter space, stimulates im- 
pulse sales through ease of purchase 


a die-cut box designed to hold 12 of 
the 2-oz. bottles of Sucaryl for easy 
self-service. 


e Single item card ... Also die-cut, 
these cards were designed to hold a 
single Sucaryl package for use in 
windows, on counters and with the 
larger displays. 


e Calorie value chart .. . Designed 
as a give-away, the calorie value 
chart is 342x634” and folds in to a 
convenient 214x314” wallet-size. 
Opened, the inside pages of the chart 
list calorie counts for average serv- 
ings of commonly eaten foods. The 
outside contains the Sucary] “sell” in 
color with a plug for the recipe 


booklet. 


e Two-way window display ...De- 
signed for windows or in-store use, 
the two-way display featured a “pro- 
fessional” side and a “Sucaryl” side. 
The “professional” side featured a 
vari-colored tree trunk with branch- 
es and leaves showing in symbolical 
form the latest in drug research and 
advancements in medical science. 
The display also included a shelf 
for the pharmacy’s own prescription 
containers and an accompanying side 
card to display the pharmacy label. 
The reverse side included full color 
illustrations of food made from Su- 
caryl, a shelf for displaying bottles 
of Sucaryl and mention of the recipe 


booklet. 


The point-of-purchase materials 
for drug stores were supported with 
a promotional kit which included: 


e Menu stickers . . . Sheets of 24 
menu stickers, each sticker 34x10”, 
designed to be stuck on menus. Copy 
on each sticker read: “To sweeten 





ROBERT KAYTON 
EXPANDS FACILITIES 
= Two extensive plants to 
provide a complete 
ya Me a 
eM yh 
CC > 1 
A result of joining 
Cece 
Ce Cheese 


ms 
EXHIBITS 


ROBERT KAYTON 
ASSOCIATES Inc 
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ROBERT KAYTON ASSOCIATES, Inc. 
3500 Park Avenue @ New York 56, N. Y. @ CYpress 2-4020 An Affiliate of The Displayers, Inc. 
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STIX -SIGN 


The Transparent 
V seLe-sTicKING | Self-Adhering Sign That 


easy to appty - 


RETAILERS WANT AND USE 


oy DURABLE 


TRY STIX-SIGN YOURSELF! 


Fill in and mail coupon below today, for 
test sample, and informative bulletin “Facts 


Made of clear, transparent plastic film, STIX-SIGN pro- 
vides an excellent surface for single or multicolor printing. It en- 
hances store appearance while assuring maximum legibility and vis- 
ibility. STIX-SIGN can be written on (to mark prices, dates, etc.) and 
wiped clean in an instant. Re-usable. STIX-SIGN may be applied in- 
side or outside. and removed in seconds: is extremely durable and 
amazingly inexpensive. 


STIX-SIGN, Cellu-Craft Products Corp. 
1401 Fourth Ave.. New Hyde Park. N. Y. 
Gentlemen: 


Please rush me your STIX-SIGN bulletin 
and test sample—ne obligation. 


Company Name 


ane -CR AFT 1401 4th Ave., New Hyde Park, N. Y., PRimrose 5-8000 [matitices 
PRODUCTS CORPORATION Branch Plant: ADDISON, ILLINOIS 


. - . for more details circle 381, page 121 
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Experience 
There's Nothing 


> What we have learned by 
solving other customers’ prob- 
lems can be applied to yours. Our 
designs are based on ten year’s 
experience, helping merchandise 
many of America’s best known 
products. A well planned display 
actually costs you less because it 
sells more of your product. Let 
us suggest designs and submit 
quotations promptly and without 
obligation! Just write for the 
name of our nearest represent- 
ative who will be glad to discuss 
your problems with you. 


Quality production and prompt 


service are guaranteed. 


P Save Freight by Drop-Shipping 
From Our Mid-West Factory and 
Warehouse. 


INDIANA WIRE AND SPECIALTY COMPANY, INC. 
DALY AND SHELBY STREETS 
INDIANAPOLIS 2, INDIANA 


ADVERTISING DISPLAYS 


. for more details circle 416, page 121 
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Mouth-Watering . . . Typical photo pro- 
moting Sucaryl sent to food page editors. 


your beverage, ask for non-fattening 
Sucaryl ... no bitter aftertaste... 
stays sweet in cooked or baked 
foods.” 


e Fifteen and 30-second radio spot 
announcements. 


e A 20-second tv spot commercial. 


e Seven one, two and three-column 
newspaper mats. 


e A news story and glossy photo- 
graphs designed for local newspaper 
food pages. 


Abbott also threw the weight of its 
direct mail program behind Sucaryl. 
Three dignified pieces—for doctors, 
pharmacists and persons on con- 
trolled diets—called attention to “im- 
proved” Sucaryl. 

The pieces for pharmacists and 
diabetics and others on controlled 
diets were 9x12” folded parchment, 
plain on the folded front and back, 
with dignified copy across the inside 
center. 

The piece for doctors was unfolded 
414x6”, with the same kind of digni- 
fied copy approach. All three pieces 
were signed by W. D. Pratt, Profes- 
sional Services. 

To round out the picture, a media 
advertising campaign on “improved” 
Sucaryl included large consumer 
magazines, newspapers, medical and 
trade journals. 

Abbott Laboratories has taken a 
big step, and there’s no question but 
that the company now is in the con- 
sumer business for fair. Will the 
market be expanded? At the present 
time the answer is no. Abbott will 
continue to push Sucaryl consumer- 
wise through drug stores and will 
continue (at least for the time being) 
to let the food stores alone. 

There’s still the matter of profes- 
sional dignity to be considered. 44 





THIS 


Mea Powerhouse 


IS YOURS FOR 
THE ASKING! 


GLAMOUR | 


Pe SALES PROGRAM 


It’s the quick, 
easy way to come 
up with LIVE-WIRE 
IDEAS that pay off BIG! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N. Y. 
Telephone: ORegon 9-4790 


‘VISI-GRAPH FLANNELBOARDS 


BUILD A PICTURE STORY 
AS YOU TALK 


Visi-graph Flannelboards and ‘'Self-Stik"’ 
paper make preparing charts, signs or mes- 
sages a cinch! You'll get dynamic visual 
presentations for sales campaigns, dealer 
meetings, safety or educational talks. 
Floor Model as illustrated 36” x 48” $19.50 
Desk Model with wire easel 36” x 48” $19.50 
Visi-graph Self-Stik backing sheets, 15” x 20”, 

for preparing signs Price per doz. $7.20 


Write for catalog 456 with complete line of 
desk, floor and carrying case models 


The Ohio Flock-Cote Co. 


5713 Euclid Ave. Cleveland 3, Ohio 
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TEL-A-SIGN 


INDOOR AND OUTDOOR 


ILLUMINATED PLASTIC SIGNS 


Serving the CLOCKSIGNS 


greatest 
, ' See Our 
“ : . | 
ahaa eee ie 4 , : 4 | Exhibit 
in American @} ‘ a 


POPAI Show 
ee Booth 2 
Industry ! | = 


Tell your story . . . Sell your product 
See these new . . . AT THE POINT-OF-PURCHASE 
DYNALTE 


= ITs 
oYWamiTe/ 
BRILLIANT COLOR in MOTION 


more dramatically! more effectively! 


“Tel-a-glo 


The most modern plant in the sign industry — operating the latest equipment for 

LOOKS LIKE NEON BUT . : . : ° ° ° 
straight line production — in metal, plastic and glass. . . . Designing and manu- 
facturing the nation’s most complete line of advertising signs and displays. 


TEL-A-SIGN INC. 


offices: 540 N. Michigan Ave., Chicago, Ill. . plant: 960 W. 122nd St. 
INterocean 8-6800 


offices in: New York, Boston, Philadelphia, Baltimore, Atlanta, Cleveland, Portland, St. Louis, Dallas, San Francisco, Los Angeles 


MADE of ENDURING PLASTIC 
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P-0-P Solves Problem 


Point-of-Sale Materials for All Its Products 
Increase Sales Volume for Bates Mfg. Co. 


By Stanley M. Babson 
Vice-President, Sales 
Bates Manufacturing Co 
Orange, N. J 


To get the stationery and office 
supply dealer to adopt the super- 
market technique of using point of 
sale displays has been a major ac- 
complishment for the sales staff of 
the Bates Manufacturing Co. 

Taking a look at our new sales 
program after a year of operation, 
we can say now that our dealers and 
our sales personnel alike are highly 
satisfied with the results. The main 
reason, obviously, is that our annual 
sales volume has shown a sharp 
increase. 

This point of sale campaign was a 
radical departure in marketing for 
Bates, which has been manufactur- 
ing products for more than 50 years. 
Before putting this new sales pro- 
gram into operation, we used very 
little display material and relied 
mostly on some advertising flyers for 
our dealers and a few pieces of 
printed material that were inserted 
in our products. 


>It was at the end of 1954 that we 
took an inventory of our selling 
techniques. For a long time, C. S. A. 
Williams, founder and president, C. 
Edwin Williams, executive vice- 
president, and I had been impressed 
with the effectiveness of impulse 
selling in supermarkets. Finally, 
after several sales meetings, we de- 
cided to institute a similar campaign 
with our products in the retail sta- 
tionery field. 

Before embarking on this program, 
however, we made field surveys in 
several of our key markets. Our find- 
ings were not surprising to us. We 
discovered that products such as 
ours—numbering machines, stapling 
machines, stamp pads, telephone list 
finders, special purpose stapling ma- 
chines—are generally kept boxed on 
the shelves or under counters in 
retail stationery stores. 


>Outside of the numbering ma- 
chine, which is limited to commercial 
or industrial use, our other products 
-the list finders, stapling machines, 
stamp pads and staple removers- 
could actually become high volume 
items through home and office use if 
properly handled by means of an 
aggressive sales campaign. With that 
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in mind, we decided to experiment 
first with the list finder. 


> Working closely with a New York 
display house, we gradually worked 
out a display showing our four dif- 
ferent list finders, ranging in price 
from $1.95 to $6.95. The display, 
made of Masonite, was colorfully 
styled with the Bates name promi- 
nently in view, and it could be used 
either as a counter or window unit. 

More important, the display was 
planned so that it was flexible 
enough to substitute a newer model 
for any list finder on the display 
platform. This requirement was es- 
pecially desirable, since we had a new 
list finder model on our drawing 
boards. 

About six months later, we came 
up with our second display unit 
this time, for our stapling machines. 
This unit, a red, white, and blue Ma- 
sonite platform, held three com- 
pletely different types of stapling 
machines. Here again, the Bates 
trademark was prominently fea- 
tured. 


> First on this display unit was the 
Bates senior stapler with a remov- 
able head that takes the standard 
staples. The center machine was the 
Bates Model C stapler—a machine 
that makes its own staples and has a 
capacity for 5,000 staples,a half year’s 
supply under normal use. The third 
display machine was the Bates H 30 
machine for heavy duty work. 

Both these display units used a 
minimum amount of space to exhibit 
our products, but at the same time 
they gave the customer a chance to 
see all our list finders and stapling 
machines plus their prices at one 
quick glance. 

Our success with these two items 
completely sold us on point of sale 
displays for all our products, and we 
went right to work with the design- 
ers to produce them. We even devel- 
oped a display for our stamp pads 
and a three dimensional unit to hold 
our numbering machine. These, as 
well, were an instant hit with our 
dealers. 


>We specifically pointed out to our 
display designers that we wanted our 
displays made of quality materials, 
so they would stand up under all 
kinds of abuse. That was the reason 
Masonite was used. Our thinking on 


List-Finder Display . . . Unit for window 
Or counter display holds four models. 


this score proved to be correct, since 
many of our salesmen have reported 
that our first displays are still being 
used and look as good as new. 

The prices of these units varied 
greatly. The list finder unit cost us 
$6.50, while the stapling machine dis- 
play ran as high as $7.50. The stamp 
pad units, on the other hand, cost 
only $3.75 apiece, while the num- 
bering machine display added up to 
$5 each. These prices do not include 
the cost of the products that were 
used on the displays. 

Now we've reached the stage 
where we’re trying to solve our sea- 
sonal selling problems with displays. 
For example, the Cavalier telephone 
list finder, a luxury product, has its 
peak sales period during the Christ- 
mas season. In order to create a year 
round market, the Bates Company 
developed a special display promot- 
ing the list finder as a bridal or 
shower gift and as other special sea- 
son promotions. 


>This point of sale campaign has 
unwittingly helped us in another 
way. It has given the Bates trade- 
mark a closer tie-in with all our 
products. Many of our dealers re- 
ported that their customers were 
amazed that the Bates firm was man- 
ufacturing such a wide variety of 
products, since many of them had 
previously identified us solely with 
our numbering machines. 

Another indirect benefit from our 
display has been the development of 
a greater market for commercial 
imprinted list finders for the adver- 
tising field. 

In developing these displays, we 
worked closely with the following 
three firms: Oberly and Newell 
Lithograph Company and Brooks 
and Porter, both New York City, and 
Walter Marshak, Brooklyn. 44 





POP leader scores again - Hansen introduces first 30”? motor 


AA 


Ce ee 


SYNCHRON 


MEN'S 
JEWELRY 


Hansen’s new, super hi-torque motor moves 30 inch ounces 
at 1 RPM... puts more action power in short duration jobs 


Now, Synchron liarnesses-up the ‘‘Workhorse of the 
. 30 in. oz. 
troque at 1 RPM. With the new Synchron, only Hansen 
offers a motor designed with so much motion power. 


That's why Synchron is first in power, first in POP. Write 


POP Industry’’ for even more power . 


for free literature on the super hi-torque motor today. 
Send along a simple sketch and specifications for free, 


expert engineering. Strictest confidence guaranteed. 


FACTORY REPRESENTATIVES® The Fromm Co., 5254 W. Madison St., 
Chicago, Ill. @ R. H. Winslow & Associates, 123 E. 37th St., New 
York, N. Y. @ Electric Motor Engineering, Inc. 8255 Beverly Blvd., 
Los Angeles, Cal. @ Lawrence Sales Co., P.O. Box 13026, Dallas, 


h* 
SYNCHRON 


c 


ej 


* 


Super Hi-Torque Facts 


guaranteed pull 30 in. oz. at 1 RPM. 

operates efficiently mounted in any position 

can be stalled continuously without damage to coil 

operates efficiently in temperature range, —40 to ~-140 F. 
dependable, low-cost operation; uses only 5 watts electrical power 


self-lubrication allows service-free long life 


completely synchronous; any display motion guaranteed; circular, 
oval, stop-n-go, up and down, back and forth 


Synchron Timing Motors available in the following speeds: 

8) 1.| 1.2] 1.5] 2.] 24] 3.] a6] 4.] 48 
5. 6. 7.2| 8. 9.6, 10. | 12. | 14.4) 15. | 16. 
< 18. | 20 | 24 | 25 30 36 | 40 | 48 | 50 | 60 
cle | } ; : i } | 
. 72 | 90 {100 |120 150 180 | 200 | 240 | 300 | 360 | 


RPM 


Voltage 110 Rotation Clockwise (R) or Counter Clockwise (L) 


SYNCHRONOUS MOTORS, TIMING MACHINES, 
CLOCK MOVEMENTS, MAGNA TORC D.C. MOTORS 


HANSEN MANUFACTURING CO., INC. ESTABLISHED 1907 PRINCETON 11, INDIANA 


. . for more details circle 409, page 121 


April 1956 ¢ ar « 5l 











WNEN IT MUST LOOK 
EXACTLY 
LIKE METAL— 
IT COSTS LESS 
LOOKS BETTER 
MADE FROM... 


cons 
_ 


METALLIZED 
THERMOPLASTIC 
SHEETINGS 





For vacuum forming and flat 
applications. In authentic metal 
colors—gold, silver, bronze, 
copper, and gleaming reds, 
blues, greens, yellows, etc. 
Tough, peel-proof, chip-resistant. 
Metallized by our own exclusive, 
deep impregnation method. 


SEND FOR FREE COLOR CHART 
AND LITERATURE. 


GOMAR 


MANUFACTURING COMPANY 
79 Paris St., Newark 5, N. J., MArket 3-1967 


Export: Richoux & Co. 
610 5th Ave. New York, N. Y. 
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A “Room” of Its Own . 


. . Unique display room was developed by Montgomery Ward & 





Co. for use in demonstrating its multi-purpose power tool, the Shopsmith, on an open 
floor of the store. Shatter-resistant Plexiglas panels give visibility plus safety. 


Power Tools Displayed 
In Plexiglas “Rooms” 


To protect the customers and en- 
hance its display while demonstrat- 
ing the Shopsmith, a multi-purpose 
power tool for home _ workshops, 
Montgomery Ward & Co., Chicago, 
uses a Plexiglas “room” to house the 
power tool, the operator and an ac- 
cessory display. 

Developed by Montgomery Ward’s 
display and merchandising staffs, the 
“room” is designed to be used right 
on the open floor of a store. 


The Plexiglas side walls are sup- 
ported by light aluminum piping and 
permit total visibility without the 
“keep out” feeling which prevails 
when wooden fences or wire mesh 
screens are placed around such a 
display. 

The enclosures are made in three 
sizes to match various size store lay- 
outs. Most common size is 6212x120”. 

Another advantage of the enclos- 
ures, according to Montgomery 
Ward, is the ease with which the 
demonstrator can move about freely 
without dangerous crowding by 
eager home craftsmen. 44 


Philip 
Morris 


EW pochage 


Datdlon ws while we change Cur cress. 
Philip Morris 


puts ono smart, NEW FF package! 


New Package Promotion . 





. . Eye-catching point of purchase displays and window posters 
were used by Phillip Morris to introduce new package design. The items were litho- 
graphed by United States Printing G Lithograph Co., Cincinnati, and include a large 
dimensional window display, smaller counter display, window streamer and carton card. 


Calls Point-of-Purchase 
Biggest Factor in Sales 


Drama at the point of purchase 
is the most important factor today 
for successful sales, according to 
Irving D. Auspitz, executive vice 
president, Weiss & Geller, Chicago. 

Mr. Auspitz was one of the fea- 
tured speakers at the National 
Housewares Show in Chicago. 

With a multiplicity of products 
making similar claims and each car- 
rying a different brand name, the 
consumer’s loyalty for brand names 
has depreciated, according to Mr. 
Auspitz, with the result that the 
housewife—who once made extensive 
lists before shopping—now enters the 
store without a list and, according 
to recent surveys, buys 70° of her 
purchases on impulse. 

In a market dominated by im- 
pulse buying, eye appeal has become 
equally as important as performance, 
Mr. Auspitz said. Therefore, the pri- 
mary factor in successful selling be- 
comes the point of purchase, at 
which point the product’s packaging 
must have dramatic eye-appeal. 

“A colorful, self-explanatory, and 
dramatic package is the best way to 
stimulate the impulse purchase,” he 
said, “and the smaller the item the 
more important the packaging be- 
comes.” 


POPAI’S tenth annual symposium and exhibit 


APRIL 10th, 11th and 12th 
HOTEL SHERATON-ASTOR — NEW YORK CITY 
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LIGHTED 


PLASTIC 

REPLICAS 
OF YOUR 
PRODUCT! 


= — #4 
tl: 


ANY TYPE MADE TO 
ORDER IN LOTS OF 100 


a ae au 


— 
_ 
~ 


SATIN BANNERS 


FOR AS LITTLE AS 


hs 
Pe x i 


TT a 


e SIZE 21” x 27” 
e TOP QUALITY SATIN 


e COMPLETE WITH SPEARS, 
RODS, FRINGES & TASSELS 


e YOUR CHOICE OF COLOR 


Satin banners are proven sales promotion 

~ tools. Here's value never before offered! 

aes eeee ae Other sizes and quantities at correspond- 
’ ices. Tell us your needs. 


ia eae 
PEAR eet 


OR MORE 


MIDDLE WEST DISPLAY & 
SALES CO. 


517 W. MONROE ST. @ CHICAGO 6, ILL. 
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NATIONAL 
FLAG & DISPLAY CO. 


ORegon 5-5230 ee aie ee 
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new ideas in animation with 
HANKSCRAFT 


battery-operated 
DISPLAY MOTORS 


Don’t miss the action-packed Hanks- 
craft display at Booth No. 1 at the 
POPAI Exhibit. See the latest models 
and the latest uses of the versatile 
Hankscraft display motors. Low-cost, 
trouble-free Hankscraft motors op- 
erate for weeks without attention— 
and on ordinary flashlight batteries! 


Ady WA Miypla 


HANKSCRAFT 
COMPANY 


Reedsburg, Wisconsin 


p 
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Next time - try the train 


So 
The friendly 
Southern Pacific 


Fa? } Next time... 
nie eK ime 
3 — a 


Southern Pacific 


By George Meredith 


It’s a hot, dry, summer day and the 
sun beats down on the miles of nar- 
row, winding western highway. 
You've had a tough trip, and psycho- 
logically you’re perfectly conditioned 


for the big sign up ahead. 

There’s a cartoon of a happy pair 
of kids in bathing suits, one playing 
a hose on the other. The copy is 
short: “Next time—try the train... 


COOL.” 
“Next time, try the train.” Simple, 


t e straightforward, durable—and a 
household phrase in millions of homes 

Cl IC throughout the West and Southwest 
by virtue of the Southern Pacific 


Co.’s 2l-year ride with the same 
theme. 


>In this land of two-car families, a 


t 
: railroad’s battle is a hard one. But 
L this is also a land of hot, dry and 
& seemingly-endless stretches of road, 
and ammunition to combat the four- 


Next time 
try the train 


Southern Pacific 
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Next time... 
try the train 


=6§-p id . 


SOUTHERN PACIFIC 


and RELAX 
Southern Pacific 


wheeled foe is at hand everywhere. 
The biggest question is how to use 
it. SP believes the most effective 
method is to approach the matter 
with gentle suggestion and good 
humor — timed to have the greatest 
psychological effect. 

Thus, “Next time, try the train” has 
keyed the road’s outdoor advertising 
program since 1934, when tests in a 
limited area showed the theme to be 
highly effective. By 1936 a full-scale 
program, hitting strategic spots along 
highways throughout the SP’s oper- 
ating area, was in force. 

The art treatment has changed 
somewhat in the past 21 years, with 
more cartoon humor dominating re- 
cently, but basically the program is 
very much the same. 
>Southern Pacific’s first painted 
bulletin carried the now-familiar 
headline, “Next time, try the train,” 
over a silhouette picture of a speed- 
ing locomotive. Below this straight- 


forward plea, on the engine itself, 
was printed the suggestion, “Let the 
engineer drive you” and the words, 
“Southern Pacific.” The same clean 
simplicity, and more, has carried 
through the entire program. 

SP felt in the thirties that its prin- 
cipal competition was the private 
automobile, and this situation has 
changed little since then except for 
the complicating addition of the com- 
mercial airplane. 

The secondary copy line has 
changed principally in length—single 
words have been typical in most re- 
cent signs. In an area of poor roads 
or heavy traffic, the word “Safe” 
shouts at the driver. If the highway 
is hot and dusty, it will be “Cool.” 
Particularly tedious stretches of road 
may be dotted with signs that say 
“Relax” or “Tired?” or “Sleep.” 
>Cartoon style bulletins have been 
the rule in recent years, featuring 
simple illusirations of weary-looking 


Next time 
try the train 


and somewhat grotesque drivers, or a 
man stretched out in horizontal com- 
fort, or even a sleeping log. 

Through the entire program has 
run a vein of friendly good humor. 
As a company spokesman said sev- 
eral years ago when asked about 
suggestions for stronger wording of 
the messages, “We like our wording 
best. The message ‘as is’ suggests 
rather than commands. It is friendly, 
good-humored and ingratiating and 
the phrase has a lilt. We don’t think 
it good manners to yell at a passing 
motorist, ‘Hey, you—take the train!’” 

More recently, the company has 
experimented with institutional mes- 
sages backing its “Piggy Back” 
freight operations. 

“We may switch back to the car- 
toon style subjects,” says Horace M. 
Shreve, who directs program. “It’s a 
changing program.” 


> Designs are changed twice a year, 


Next time-try the train 


CooL 


souTwErn paciic 
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spring and fall, when the 12% x 42’ 
signs are repainted by Foster & Klei- 
ser, San Francisco outdoor advertis- 
ing company which constructed the 
bulletins, most of them in locations 
especially selected for the railroad. 

There are today some 85 signs up 
in the western and southwestern 
areas served by SP, most of them in 
locations along wide-open stretches 
of highway, usually hot and dusty 
areas which are likely to be near the 
end of a long trip, so that the motorist 
sees them when he is hot, tired and 
vulnerable. 

From three to five different de- 
signs are used in each half-year cam- 
paign. In summer, emphasis has been 
on “Cool,” while winter themes lean 
on “Relax” or “Safe.” 

Handling of the art and copy 
themes has been by San Francisco 
office of Foote, Cone & Belding since 
the beginning. Art director Link 
Malmquist was in charge until 1954, 
and his successor, Frederick Cole, 
has carried on the program since 
then 


> An interesting sidelight on the pro- 
gram has been the amount of cover- 
age Southern Pacific has achieved 
with a relatively small number of 
signs spread over a wide area. Mr. 
Shreve points out that this is largely 
the result of the very careful selec- 
tion of sites. He and other SP execu- 
tives have conducted an informal 
survey among people they meet at 
dinners and similar gatherings. Most 
estimates as to the number of bul- 
letins run around 400—against the 
actual count of 85. 

“We pick long approaches for 
maximum visibility,’ Mr. Shreve 
says, “and many of the signs can be 
seen from a couple of miles away. 
Nobody’s going to miss any of them.” 


| NEXT TIME, TRY THE TRAIN 


First Effort and a Necessary Change 


Behind the Signs . 


. . Horace M. Shreve (left), Southern Pacific director of advertising, 


and art director Frederick Cole (right) are responsible for the highly effective ‘‘Next 
Time, Try the Train’’ highway bulletins. Mr. Shreve holds one of the many awards won 
by the friendly, humorous sign program. Mr. Cole shows an example of the cartoon- 
type humor which has dominated the program in recent years. 


Undoubtedly, too, the familiarity 
of the slogan and the simplicity of 
the art have increased both attention 
value and retention. 


> At any rate, SP is convinced that 
the signs do get attention, even 
though tangible effects in increased 
passenger revenue cannot be meas- 
ured. Today they are by far the 
West’s best-known railroad adver- 
tising, and “Next time, try the train” 
has become a household phrase. 

Jokes and cartoons have been built 
around it, favorable comment has 
continued unabated for years, and 
almost every year the bulletins have 
come up with one or more awards 
from art directors’ clubs or similar 
groups. 

Possibly one of the best free rides 
the program got came during World 
War II, just after a much-publicized 
ship sinking in the Pacific. The San 
Francisco Chronicle pictured the 
event in a cartoon—with the inevita- 
ble caption, “Next time, try the 
train.” 44 


Ch 
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Bulletin (above) was Southern Pacific’s first 


effort in its long-time outdoor program. This 1936 sign set the theme of simplicity 
that has dominated the entire program. Picture below shows a wartime ‘‘change of pace”’ 
when passenger space was at a premium. While humor now dominates the series, SP is 
still debating the most serious vs. the cartoon-type approach 


— Bie 


BUY WAR BONDS INSTEAD ! 
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Brochure Lists Uses 


Of Velva-Glo Papers 


A growing list of uses in the sign 
and display field for Velva-Glo, 
product of Radiant Color Co., Oak- 
land, Cal., is suggested in a new 
folder, “If You Want Attention, Use 
Velva-Glo,” which is offered by the 
company. 

The folder also describes in con- 
siderable detail the use of fluorescent 
papers for direct mail, promotion 
literature, reminder cards, etc., with 
illustrations and case histories point- 
ing to successful uses of fluorescence. 

The folder also includes rules for 
getting top results when using fluor- 
escents like Velva-Glo. For example, 
when halftones or heavy solids are to 
be printed, it is recommended that 
Velva-Glo papers and cardboards be 
cut color face down, then trim off the 
feather edge. Another suggestion is 
to take off in small lifts since fluores- 
cent coatings add to paper weights. 

A few of the some 40 uses for 
fluorescent papers and paints listed 
are: 

Advertising inserts 
Bumper strips 

Change orders 

Direct mail 

Employe manuals 

Gift wraps 

House organ covers 
Instruction sheets and labels 
Labels 

Magazine covers 
Pennants 

Safety bulletins 
Warning labels 
Displays 

Package wraps 

Shelf talkers and strips 
Price lists and tags 


Based on the experience of many 
users of Velva-Glo papers and card- 
boards, the folder lists many other 
suggestions. 


For your copy circle No. 318 on the 
Readers’ Service Card inside back cover. 
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presents 


Now, for the first time, colors are available in a mill brand 
line of 25 percent cotton content opaque paper. To fill an ever 
growing demand we have added the bright, useful, colorful 
colors . . . Buff, Blue and Green to our nationally popular line 
of Millers Falls Opaque Parchment. These colors now offer 
the opportunity for sectional color identification in rate 

books, price lists, parts books, catalogs, company directories, etc. 
Advertising promotional pieces such as envelope enclosures, 
broadsides, bulletins, sales letters, booklets, and announce- 

ments can now take on additional attractiveness and eye 

appeal with only a single color printing either letterpress 

or offset. 

When you use Millers Falls Opaque Parchment you not only 
get maximum opacity, which reduces show-through printing, 
but you also get the additional advantage of minimum bulk. 
For example, the opacity of this 16 Ib. opaque sheet is equal 
to that of a 40 lb. book paper but the bulk is considerably less. 
These Millers Falls Opaque Parchment colors of Buff, Blue 

and Green are available in two finishes, Cockle and Smooth 

in Substance 16 only. 


MILLERS FALLS - MASSACHUSETTS 





Offset on Millers Falls 
Opaque Parchment Blue, 


Substance 16, Smooth Finish. 


distributors 


AKRON, OHIO 
Millcraft Paper Company, HE 4-3138 


ALBANY, N. Y. 
Hudson Valley Paper Co., Tel. 4-9135 


ALBUQUERQUE, N. M. 
Graham Paper Co., Tel. 7-8883 


ATLANTA, GA. 
Sloan Paper Co., WA 0653 


BALTIMORE, MD. 
Bradley-Reese Co., PL 2-8129 
J. Francis Hock & Co., PL 2-1057 
Paper Supply Co., MU 5-6776 
BIRMINGHAM, ALA. 
Graham Paper Co., Tel. 3-2229 


BOSTON, MASS. 
John Carter & Co., CH 2-5000 
Century Paper Co., HU 2-2505 
Cook-Vivian-Lindenmeyr Co., LI 2-1885 
CHARLOTTE, N. C. 
Caskie Paper Co., Tel. 2-5168 


CHATTANOOGA, TENN. 
Graham Paper Co., Tel. 7-560! 


CHICAGO, ILL. 


Berkshire Papers, Inc., CH 3-5100 
Graham Paper Co., AN 3-0755 


CLEVELAND, OHIO 

Millcraft Paper Company, PR 1-301! 
DALLAS, TEXAS 

Graham Paper Co., RA 7238 
DAYTON, OHIO 

Jack Walkup Paper Co., HE 5858 


DES MOINES, IOWA 
Pratt Paper Co., Tel. 4-424! 


DENVER, COLO. 
Graham Paper Co., TA 6251 


You can get additional information 
and a complete sample portfolio of 


these new colors in the Millers Falls 


Opaque Parchment line from these 
Paper Merchants or by writing direct 


below: 


DETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-2241 


EL PASO, TEXAS 
Graham Paper Co., Tel. 2-6573 


FORT WAYNE, IND. 
Millcraft Paper Company, Tel. A 2117 


HARTFORD, CONN. 
Henry Lindenmeyr & Sons, JA 2-3167 
Green & Low Paper Co., JA 7-1112 
Rourke-Eno Paper Co., JA 2-8215 
HOLYOKE, MASS. 
Judd Paper Co., JE 4-566! 


HOUSTON, TEXAS 
Graham Paper Co., CA 6303 


JACKSON, MISS. 
Graham Paper Co., Tel. 3-4959 


JAMESTOWN, N. Y. 

Millcraft Paper Company, Tel. 7-944 
KANSAS CITY, MO. 

Graham Paper Co., NO 3900 


KNOXVILLE, TENN. 
Graham Paper Co., Tel. 5-022! 


LOUISVILLE, KY. 
Graham Paper Co., Tel. WA 6526 


LUBBOCK, TEX. 
Graham Paper Co., PO 3-1949 


MEMPHIS, TENN. 
Graham Paper Co., Tel. 5-5822 


NASHVILLE, TENN. 
Graham Paper Co., Tel. 6-8116 


NEW HAVEN, CONN. 
Alling Paper Co., UN 5-610I 


NEW ORLEANS, LA. 
Graham Paper Co., TU 1722 


MILLERS FALLS - MASSACHUSETTS 


to the mill, using the handy coupon 


NEWARK, N. J. 
J. B. Card & Paper Co., MI 2-0920 


NEW YORK CITY 


F. W. Anderson & Co., CO 7-2060 

H. P. Andrews Paper Co., GR 7-3070 

Beekman Paper Co., AL 5-4200 

Duplicating Papers, Inc., OR 5-1717 

M. M. Elish Co., CO 7-8477 

Forest Paper Co., WA 4-1400 

Linde-Lathrop Paper Co., OX 5-3300 

Milton Paper Co., WA 9-672! 

John F. Sarle Co., BE 3-8060 

Willmann Paper Co., WA 5-1121 
OKLAHOMA CITY, OKLA. 

Graham Paper Co., RE 9-2538 


PHILADELPHIA, PA. 


Molten Paper Co., LO 3-6487 
Paper Merchants, Inc., WA 2-0750 
Schuylkill Paper Co., LO 3-1355 


PROVIDENCE, R. |. 


Narrangansett Paper Co., GA 1-422! 
Providence Paper Co., GA |-7600 


RICHMOND, VA. 
B. W. Wilson Paper Co., Tel. 7-2605 


SAN ANTONIO, TEXAS 
Graham Paper Co., CA 7-9234 


SPRINGFIELD, MASS. 
Rourke-Eno Paper Co., RE 7-4737 


ST. LOUIS, MO. 
Graham Paper Company, MA 1-3355 


TOLEDO, OHIO 

Millcraft Paper Company, AD 5159 
WASHINGTON, D. C. 

R. P. Andrews Paper Co., LI 3-9100 
WICHITA, KANSAS 

Graham Paper Co., FO 3-1205 


WORCESTER, MASS. 
Butler-Dearden Paper Service, Tel. 3-633! 


MEANS 


Millers Falls 


ee ee 


LPP aT 


Please send me your NEW Millers Falls Opaque Parchment Portfolio 


containing full information and samples of your 3 new colors. 





New Trick Does Trick 


Spray Enamels Become Lively Gimmick 
For Holding Attention at Sales Meetings 


By Reginald E. Beauchamp 
Special Events Director 
Philadelphia Sunday & Evening Bulletin 


In a sales promotion meeting action 
is of the utmost importance. Too 
often, in my opinion, an advertising 
or sales promotion manager sets up 
his displays in advance and lets 
them become static. Sure, they look 
good. But all he does is stand up in 
front of the meeting, show slides or 
turn pages and talk. 

This type of dead-pan presentation 
is often too boring at a sales promo- 
tion meeting to be as effective as it 
might be. In special events, where 
I have to deal with the public for 
the country’s largest evening news- 
paper, we would attract virtually no 
attention if we presented our story 
in such a traditional manner. 

The big question is how to do it? 


>I think I got my first glimmer of 
an idea in my busy schedule with 
such business groups as the Phila- 
delphia Public Relations Assn. and 
the Poor Richard Club. These men 
know too many tricks to react favor- 
ably to anything that remains still 
and is not in motion. 

For example, at a special dinner 
for the public relations group we set 
up signs throughout the hall with 
names of members and little humor- 
ous ditties after them. Frequently, 
we begin to accomplish that part of 
the program immediately before the 
dinner is scheduled to start. 

At the Poor Richard Club’s annual 
banquet in honor of the ad group’s 
patron saint in January, we wanted 
to give away prizes. Merely to draw 
numbers out of a hat and announce 
them would meet with a hubbub and 
a lack of interest. I got the idea to 
get paper panels and stretch them 
over wooden frames. Using Krylon 
spray enamel (almost any color ex- 
cept white or yellow is visible), I 
set the panels on the stage at the 
Bellevue Stratford Hotel before well 
over 1,000 persons, quickly sprayed 
the donor of the gift at the top. When 
the number was drawn I sprayed the 
winning number on the paper panel. 
This served the double purpose of 
keeping the audience’s attention, 
while announcing the numbers with- 
out the usual audience noises. 


>For the past Poor Richard ban- 
quet on Jan. 17, marking the 250th 


Presentation With Paint... Author Regi- 
nald E. Beauchamp sprays names of gift 
donors and prize-winning numbers at an- 
nual banquet given by the Poor Richard's 
Club in Philadelphia 


birthday of Benjamin Franklin, I 
used Krylon aerosol cans to call ev- 
ery number drawn. The estimate was 
that we completed this operation in 
half the time it would have taken 
to call out the numbers against the 
audience noises. 

Around the large ballroom we also 
painted paper panels with Krylon 
gold spray in order to mention the 
names of every member of the Poor 
Richard Club. Normally, with paint 
and brush, such an_ undertaking 
would be staggering. This took less 
than a day. 


>Here is the way to use spray 
enamels: 


1. There is no need for tracings. 
All you have to be able to do is spell 
and write large letters or numbers. 


2. Hold the Krylon aerosol can of 
spray enamel close to the paper, ap- 
ply pressure and quickly spell out 
the number or word because the 
paint virtually shoots out of the can 
and dries very quickly. 


3. Learn how to release finger pres- 
sure at the end of a number or letter 
in order to avoid an_ excessive 
amount of paint at that point with 
the resultant run. 


4. By using the spray paint, an artist 
can even quickly sketch out a cari- 
cature or a portrait. A little artistic 
ability comes in handy when other 
than letters or numbers are needed. 

44 





New 
Catalog 
0 
Outdoor 
Display 
aterial 


16 pages of selling ideas every 
retail business can use. Here 
are just a few of the sales- 
stimulating items you'll find in 
this new Pratt catalog: 

¢ New Pennants, Banners 

and Posters 

° New Vertical Displays 

* New Mobile Displays 

¢ New Letter-Banners 
For store openings, anniversa- 
ries, fairs, shows, conventions, 
new product and seasonal pro- 
motions, and other special sales 
events. Write today for your 
free copy. 


THE PRATT POSTER CO. 
PRINTCRAFT BLOG. + INDIANAPOLIS 4, IND. 
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_CATALOGS..: 


YO 
Y- 


The Acco Fasteners 
in Accopress Binders 
bold from 2 to 2000 


sheets. Capacities : 
from 1 to 6 inches. with 


ACCOPRESS 


———— BINDERS 


Give your catalogs longer life, keep 
them up-to-date, add or delete pages 
as you wish. Such flexibility means 
loose-leaf—and loose-leaf at low cost 
means ACCOPRESS Binders. No ex- 
pensive, space wasting mechanisms. 
No awkward handling when making 
changes. 


ACCOPRESS Binders for catalog cov- 
ers are available in 5 colors and may 
be printed or embossed for just the 
effect you wish. Covers are made of 
durable pressboard, lie flat, and come 
in many sizes. Write us your needs— 
or ask your stationer to show you the 
complete ACCO line for keeping pa- 
pers together and safe in every depart- 
ment of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 


log Covers. 


When transfer time 
comes just slip the 
bound papers from the 
Accobind Folder, insert 
a new Acco Fastener 
and the Folder is ready 
for another year's fil- 


ing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


for filing Blueprints and all large sheets) 


(lear! 


7 piaPeR DAN 
says~ 4 


Winterized Baby Diaper Dan—the 
baby featured on outdoor displays for 
Ohleen Dairy, Minneapolis—got a warm- 
ing this winter with seven-foot booties, 
six-foot mittens and three-foot ear muffs. 


Decals Used to Identify 
Movie Film Containers 


Samples and information on decals 
designed for film container identifi- 
cation are available from the Meyer- 
cord Co., Chicago. 

First used in the Los Angeles 
county school system for use in its 
audio-visual libraries, initial results 
were so successful, according to 
Meyercord, that the county ordered 
special decals in quantities for use in 
its visual-aid teaching program. 

For use in commercial film librar- 
ies the decals may be serially num- 
bered in manufacture if desired. 

Available with open areas for 
stenciling, stamping or typing the 
title and numerical information, the 
decals—unlike paper labels—will not 
peel off but become an integral part 
of the container surface, according 
to the company. 

Additional information is avail- 


able. 


For your copy circle No. 319 on the 
Readers’ Service Card inside back cover 
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Uhr us 
IMPACT 


for Any 
Product 
with 


Ad Banners 
by HOLLYWOOD 


Color is the key to today’s consumer 
And color-rich, dust-repellent, wrinkle- 
resistant Gleam-Satin banners, minia- 
tures, sashes and pennants put your 
product out front where customers can 
PT ot 

You'll see many sales-clinching 

ideas in our FREE Idea 

Le Torod Te eT a  tLT 


HOLLYWOOD 
PP aes 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 


iB \ NS BY ROBERTSON 
and other filing supplies | & 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


ACCO PRODUCTS, Ine. 


Yow - SR - 7 © Baked enamel process—plain or reflectorized 
Ogdensburg, New York NV Aw we Pal © Steel or aluminum 


© Quantity producers for over 30 years 


In Canada: Acco Canadian Co., Ltd., Toronto 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
. . for more details circle 351, page 121 “Maybe it has a little too much impact.” . . . for more details circle 461, page 121 
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VINYL 


Pressure-Sensitive 


Dri-Cal DECALS 


Ist CHOICE for Trucks 


and Other Outdoor Uses 


Fast—Easy—Secure! New vinyl decals go 
on quick and easy without water or glue 

. stick permanently in any weather. 
Low-cost . . . long-lasting. Any size up 
to 72 inches long. 


Write for FREE SAMPLE and details! 


Master Craft DECALCOMANIA Co. 


Dept. AR, 525 W. Monroe St., Chicago 6, III 
Mfrs. of FOIL NAME PLATE 
and REGULAR DECALS 


. . « for more details circle 443, page 121 


CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on opproval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
KOR B YT eel) ees Md 
WAbosh 2-8419 
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ALL-WEATHER 
PLASTIC PENNANTS 
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DURABLE—TOUGH—BRILLIANT 


48 assorted color—18 inch Plastic Pennants 
sewed on a tough heavy tape 100 ft. long ONLY 
$4.00 ea. Dozen lots $2.60 ea. Write for quantity 
prices. Money refunded if not satisfied. CEN- 
TRAL FLAG & BANNER CO., Rossmoyne 
24, Ohio. 


. . for more details circle 373, page 121 


New 3-D Cork Letters 
MAKE SIGNS EASY 


Anyone can make beautiful signs and dis- 
plays, easily, quickly with GRAFOREL 
display letters from France. GRAFOREL 
letters are ready-gummed, need only to be 
moistened, will stick to any dry surface. 12 
beautiful faces, 16 sizes from 3/16” to 6”. 
Send today for FREE samples and catalog. 


GRACE LETTER CO., Dept. AR-1 
77 Fifth Ave., New York 3. WAtkins 4-0850 


. . » for more details circle 406, page 121 


Be Right 

‘Waite the right size 

size-rite 
Carry it atways | 


ELE. 


Wallet-size Gift Guide . “Size-rite”’ 
booklet contains 12 pages on which to 
note sizes and gift preferences for family 
and friends 


Wallet-Size Booklet 
Serves as Gift Guide 


A wallet-sized booklet which 
serves as a guide in selecting cloth- 
ing and other gifts has been designed 
as a give-away item by the Ripmar 
Studios, Pittsburgh. 

The 12-page booklet, called “Size- 
rite,” devotes one page to each indi- 
vidual with 30 different listings cov- 
ering everything from hat size and 
wrist measurements to hobby and 
color preferences. Space is also pro- 
vided for recording height, weight, 
birthday and anniversary dates. 

The back of the “Size-rite” booklet 
is reserved for the individual com- 
pany’s advertising message and im- 
prints. 44 


3-D Dealer Imprint New vacuum- 
formed McKesson & Robbins’ clock fea- 
tures the dealer’s name raised in three- 
dimension so that each individual name 
is molded into plastic material. The 
dealer imprint was engineered by Chanal 


Plastics Corp., Brooklyn. 
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4 FLUORESCENT ACCESO 


WHAT'S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
“Blak-Ray” black light! Indoors or 
outdoors, its super-colorful fluores- 
cence makes shoppers stop—and re- 
member longer. Units come in all sizes, 
from a compact 9-inch width all the 
way to the big weather-proof outdoor 
fixture that brilliantly fluoresces a 10- 
foot-wide area (four of these activate 
a 40-foot billboard). 


Many interesting, revealing facts 
are jammed into new Case History No. 
11R. 


Other Case Histories now available 
are “110R Visual Aids for Sales Meet- 
ings”; “14R Theatrical Effects”; “116R 
Invisible Coding Inks’”’. 


BLACK LIGHT CORPORATION OF 
AMERICA, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, California. 
Distributors in principal cities. 
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LIVE-WIRE FTE 


Find out about the most 


effective, economical 

P.O.P. display in use to- 

day! Change the printing or 

location of display as often as 

you please. Only 1214c each in quanti- 
ties of 1,000 or more 


Write for complete information and prices 
PETE SALVAGE 


ADVERTISING 
2873 N LINCOLN AVE CHICAGO 13, ItL 


VITRALUME SIGNs 


in Lifetime Porcelain Enamel 
Advertise — Identify 
any Size ... Shape... Colors 


PORCELAIN ENAMEL FINISHERS 
3321. @ 30th St. * Chicago ye 


. . . for more detail scircle 447, page 121 
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the 
APPLETON COATED PAPER COMPANY 


1200 North Meade Street 
APPLETON, WISCONSIN 
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An Oscar for 
The Men in Gray 


The new regime in Uncle Sam’‘s 
Post Office Department has swept 
away scores of meddiesome regu- 
lations that formerly kept direct 
mailers in a strait-jacket—and 


the department isn’t through yet 


By Stanley E. Cohen 
AR Washington Editor 


If they gave out “Oscars” to bu- 
reaucrats who cut away red tape, 
the Post Office Department’s new 
hierarchy would certainly be con- 
tenders for first place. Perhaps other 
government agencies might rightly 


claim the postal people had an un- 
fair advantage, for they inherited 
one of the most red-tape ridden 
agencies in government. 

Nevertheless, there is no gainsay- 
ing the fact that the department’s 
new regime has gone to work with a 
will during the past two years, 
sweeping away scores of meddle- 
some regulations which kept mailers 
in a strait jacket without achiev- 
ing any worth-while objective for the 
department. 

Just a year ago the department 
proved it was serious about reform 
when it issued its new postal guide, 
voluntarily relinquishing vast 
amounts of power it had accumu- 


lated, literally, since the days of 


Benjamin Franklin, to rule on the 


mailability of promotional materials. 
But this unprecedented houseclean- 
ing hasn’t been the end. Still in a 
venturesome mood, the department 
continues to introduce new proce- 
dures designed to make itself more 
useful to the public, particularly the 
business mailer 


>The break with the past has been 
about as clean a one as the public 
has ever seen. It occurred because 
some of the men who have come into 
power say, in all candor, that the 
department probably never had legal 
authority to do much of the regulat- 
ing that it was doing. Concluding 
that the rule book had “just growed,” 
they decided the time had come to 
prune it back closer to the clear in- 
tent of the basic postal laws 
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Recent Post Office Changes 


In the past year more than 70 major 
improvements, simplifications and elimi- 
nations of red tape have been put into 
effect by the Post Office Department. 
Changes of particular interest to adver- 


tising men are listed here by AR's 
editors 


e In a good many instances involving 
claims for damaged mail items, it is no 
longer necessary for the addressee to 
file a declaration about the damages. 
In such instances, only the mailer needs 
to file 


@ Payment of damage claims on parcels 
that have been accepted by the Post 
Office Department for insurance is no 
longer denied because of inadequate 
packing. 


@ Meter users no longer have to furnish 
a statement of their postage meter read- 
ings every day. 


@ The department has provided a con 
venient record book for use by meter 
users in keeping records of meter opera 
tious. 


e@ The requirement for labeling of me 
tered mail with special identification 
labels from the mailer has been elimi 
nated 


@ Mailers may deposit metered letter 
mail in any street or office building mail 
receptacle within the postal district 
where their meter is registered. 


e@ The 10% penalty that used to apply 
for those presenting certain metered 
mail that contained an incorrect date has 
been eliminated. 


@ Processing of claims for refunds of 
postage may be carried out at local post 


One of the big fights always cen- 
tered on the definition of “page” in a 
periodical. Previous administrators 
insisted on advertising pages in 
keeping with other pages of the pe- 
riodical. The new regime concluded 
that there was nothing in the law to 
prevent publishers from varying 
their pages. So, early in the game the 
regulations were modified to permit 
advertisers to use die-cuts, fold outs, 
and many other combinations. 

Over the years the Department 
developed definitions that prevented 
publishers from offering split-runs 
to advertisers. Soon after the change 
in power, the new managers worked 
out simple regulations eliminating 
the road-block to split runs. 
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@ More latitude is permitted on where 
windows may be placed on envelopes 
and printing may be closer to the win- 
dows than formerly. Also, windows now 
may be used for advertising or display 


purposes, instead of only for a single 
address. 


e@ The definition of “sample copies,” 
impracticable to administer and unneces- 
sarily restrictive, has been eliminated 
from postal regulations. 


e A regulation was adopted permitting 
“split run” advertising in publications 
mailed by second class mail. For exam- 
ple, a publication mailed to one section 
of the country may contain a certain ad 
on a certain page slanted especially to 
that section, while the same edition of 
the same publication that is sent to a 
different section may contain on that 
same page a different ad, especially 
slanted to the other section. 


e Advertising pages now may be die 
cut, deckle-edged, or prepared for fold- 
ing out horizontally, vertically, or both, 
including such pages as those contain- 
ing paper doll cut-outs, coupons, etc. 


e@ The manner in which publishers mark 
their copies to show difference in content 
between reading and advertising has 
been simplified. 


@ Bulk weighing of each and every 
mailing has been discontinued. Now, the 
total weight of the over-all mail ship- 
ment is computed from statements of the 
copies involved and verified by sample 
weighings of mail loads selected at 
random. 


@ The department now permits reason- 
able use of novelty pages for publishers. 


> Recently the Department weeded 
out a long standing rule which vir- 
tually standardized the appearance 
and use of window envelopes by spe- 
cifying the location and size of “win- 
dows”. Under the new rules, all 
kinds and shapes of windows can be 
used, so long as they do not inter- 
fere with the address window. Al- 
ready the envelope manufacturers 
are busily informing promotion peo- 
ple of their new freedom to develop 
attractive materials around specially 
shaped and provocative peek-a-boo 
windows. 

Among the many other steps taken 
to get the department out of the 
business of supervising the opera- 
tions of mailers has been the elimi- 


e@ All kinds of modern papers now may 
be used for pages of magazines. 


@ Illustrations may be pasted to adver- 
tising pages in publications. 


e@ Publishers now may use white or any 
other light colored paper for wrapping, 
instead of being restricted to white or 
manila paper. 


e@ Light colored paper may be used by 
publishers for address strips, instead of 
mandatory white or yellow. 


e@ Publishers now may deliver copies 
directly from their plants to railway sta- 
tions, neighboring towns, or elsewhere 
for acceptance and dispatch from those 
points. 


@ The requirement that only black ink 
could be used on address slips by pub- 
lishers has been discarded. 


@ For controlled circulation publications, 
the department adopted procedures that 
are uniform with those used for second- 
class publications for handling copies 
that are undeliverable as addressed. 


@ The new combination mail service 
permits, for the first time in history, the 
mailing of a letter or message inside a 
package or publication, provided the 


sender pays appropriate postage to 
cover both items. 


@ Whereas only a third of the space on 
the address side of a postal card could 
formerly be used, new regulations per- 
mit use of 50% of the address side. 


@ Use of post cards with round corners 
now is authorized. 


nation of the rule specifying that 
publishers must net at least 30% of 
the subscription price. Admittedly 
unenforceable because of the many 
forms of evasion that were readily 
available, this nuisance rule never- 
theless troubled publishers because 
it was a potential source of costly law 
suits, under the “informer reward” 
provision which was attached to it. 
Only a year or two ago there were 
innumerable other rules which 
caused senseless bickering between 
mailers and postal officials. One was 
the rule on sample copies, which 
said no more than three copies a year 
could go free to any individual. 
Clearly unenforceable, it was re- 
placed with a new rule which says 





publishers can mail up to 10% of 


their run as samples, with no ques- TENSION RELIEVE RS ties 7 


tions asked. 


> Going out of its way to be oblig- 
ing, the department put aside its 
long-standing rule that mail boxes 
are for mail exclusively, and not for 
any other purpose. Under the new 
common-sense rules, newspapers are 
permitted to use country mailboxes 
for delivery on Sunday and holidays, 
when the post office isn’t using them, 
anyway. 

Some of the most practical modifi- 
cations in postal rules are designed 
to make parcel post service less cum- 
bersome. Long ago the Department 
announced that the public can seal 
parcels, so long as they are marked 
“Open for Inspection”. Now the De- 
partment has come up with a new 
policy on “enclosures” which is sure 
to make parcel post a highly impor- 
tant promotion medium. 


**He doesn't have time to open them all... 
... just the ones that catch his eye!”’ 


Under this new rule, enthusias- 
tically received by mailers, messages 
may now be enclosed in parcels, so 
long as sufficient postage is paid to 
cover the fourth class postage on the 
merchandise, plus the first class 
postage on the message. 


For envelopes that get attention... 
see Tension! Call or write: 


“TENSION ENVELOPE CORPORATION 


NEW YORK 36, N. Y. © 522 Fifth Avenue DES MOINES 14, 1OWA © 1912 Grand Avenue 
ST. LOUIS 10, MO. © 5001 Southwest Ave. KANSAS CITY 8, MO. © 19th & Campbell Sts. 
MINNEAPOLIS 1, MINN. © 129 North 2nd St. FT. WORTH 12, TEXAS © 5900 East Rosedale 


gO TSANG NOISNZL-SAdOTSJANT NOISNAL-SAdOTAAND NOISN3, 
> 
“LOPES- TENSION ENVELOPES-TENSION ENVELOPES -SadO13 


> 


> Moreover the new policy on en- S. Pi 
clemsnes anes tox beyond this. Since TENSION ENVELOPES-TENSION ENVELOPES-TENSION © 
similar enclosures are allowed for «a: te tiie aide diel Mi amas 
second or third class, a whole new niin 

field has been opened up to adver- or i . . 

tising and circulation promotion men, Beep ged Ok 7 Think No Virtue Goes 
for whole copies of periodicals can With Seve 
be directed to prospects, with indi- ; 

vidually prepared sales letters en- 

closed. 





RALPH WALDO EMERSON 1803-1882 


Personalized messages can be en- 
closed in sample copies of publica- 
tions mailed to potential subscribers; 
or included in the first copy of a pe- 
riodical to inform the recipient of 
the fact that he has received a gift 
subscription. Or letters can be en- 


closed calling attention to particular Something to 


items or articles which the addressee 

may want to read. SPOUT about 
Moreover, third class letters or 

messages can also be enclosed in pe- Every issue of ADVERTISING RE. 

riodicals, perhaps eliminating the wry see Se oe with Po oe 

need for many types of separate sub- oF Sape-Sew Gee Sema te 
etd : . leads to better promotion, produc- 

scription promotion or renewal mail- <p ! 

; a a tion, and merchandising. It’s always 

ings. Similarly, advertising letters 

and circulars, ordinarily third class 

matter, may be enclosed with books, 

using combination mail service. 


We're not so big that we’re not interested in the 
small jobs. We’re not so small that we can’t 
handle even a two or three million mailing. Our 
It’s a complete guide for you and Ledgers show many large and small accounts 
your staff to all the things an adver- for whom we have done satisfactory work for 
In view of the extensive modifica- tising man must handle in addition reer 


tions that have taken place in the to placing space or buying time. Use 
postal rules, mailers have demon- the handy postage-paid reply card in . 
strated beyond question that the the front of this issue to subscribe (0 | ADVERTISING SERVICE 
’ ‘ : as c now. 

myriad of red tape which surrounded S21 8. WABASH AVE. © WA 2-9560 


their o per ations in the past was AADVERTISING Fast and Resourceful Service—Since 1919 
pointless. — Reasonable. too! 
REQUIREMENTS 


> While there are occasional in- 200 E. ILLINOIS ST. * CHICAGO 11, ILL. ee See ee 


° . : Addressing © Mailing ©* Plate Cutting © Mechanical Addressing 
stances in which mailers have gone tide: + temas + nae 


timely and comprehensive, covering 
every non-media advertising function. 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


Wey 


COM 
eee ENVELOPE 


—-——__ ~~ 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


YT 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 


for more details circle 398, page 121 


she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 





431 S. Dearborn St. © Chicago 5, Illinois 


. . « for more details circle 423, page 121 
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beyond the point postal officials will 
allow, by and large there has been 
no breakdown in service or honest 
rate payments as a result of the new 
procedures. Contrary to the fears of 
those who felt it necessary to keep 
an eye on everything that was 
mailed, the department has con- 
tinued to collect its fees, and there 
has been no resort to burdensome 
and fragile packaging to make the 
life of the postal clerk miserable. 

Remaining regulations, because 
they are simple, fewer and more 
easily explained and defended, are 
vigorously enforced. While the de- 
partment allows many kinds of nov- 
elty pages in periodicals, it clearly 
insists that a slug of merchandise is 
not a page and won't be accepted as 
such. This may leave manufacturers 
of copper wire and similar materials 
at a disadvantage compared with 
those who are selling paper or ink. 

But as the post office sees it, the 
ink and paper people simply have an 
inherent advantage because of the 
nature of their product, which can 
actually be used as part of the pe- 
riodical. This advantage may even 
apply to such products as aluminum 
foil, which can also be bound as a 
page into a periodical, with the sales 
message printed on the foil. The in- 
flexible rule: It can’t be considered 
a page if it has no printing on it. 


> Still vigorously enforced are rules 
prohibiting mailing of anything that 
might damage the mails, or injure 
the department's employes. Recently. 
for example, a mailer submitted a 
posteard with a number of plastic 
“bubbles” attached, each containing 
samples of merchandise. It was ac- 
ceptable as first class—after the mail- 
er agreed to round the edges of the 
plastic bubble, to avoid the possibil- 
ity that mail handlers might be 
scratched or cut. 

One of the hazards of the new en- 
closure rule will be the chiselers 
Aside from the outright cheats—those 
who neglect to add 3¢ postage to 
cover the letter inside—there are 
likely to be some who will try to pay 
third class rates on a portion of a 
combination mailing in order to 
escape extra poundage charges on 
parcel post. If caught, they will be 
dealt with ruthlessly. “We aren't 
setting up this service in order to 
break down the rate structure,” says 
Edwin A. Riley, the Department's 
chief of rate-classification, and mov- 
ing spirit behind many of the recent 
policy changes. 

Recently, for example, a publisher 
decided to run an ad in a periodical 
entered as second class, despite a di- 
rect ruling from the Department that 
it involved merchandise samples 
which would be regarded as third 


class. Eventually the publisher was 
forced to pay fourth class rates on 
his entire issue. For a time there was 
talk of requiring him to pay first 
class. But justice was tempered with 
mercy; for it became evident there 
might be extenuating circumstances 
which indicated the offense could not 
be avoided (for business reasons) 
and was not likely to recur. 44 


Mail Advertising Assn. 
Develops Counsel Group 


Direct mail agency and counselor 
personnel have been provided an op- 
portunity to sit down together and 
discuss mutual problems through the 
formation of the Direct Mail Agen- 
cies and Counselors’ Group. 

Sponsored by the Mail Advertising 
Service Assn. Intl., the new group 
at its initial meeting will hear 
a discussion, “Direct Mail is a Major 
Medium,” by Dick Hodgson, execu- 
tive editor, ADVERTISING REQUIREMENTS 
and Industrial Marketing. 

Other speakers will be A. M. An- 
dersen, executive vice-president, 
Reuben Donnelley Corp., Chicago, 
and Robert Stone, vice-president, 
National Research Bureau, Chicago. 

Future sessions will continue to be 
of the seminar type, to provide di- 
rect mail consultants an opportunity 
to compare notes on procedure, costs, 
planning and producing copy and art 
work and other phases of a direct 
mail agency operation. 44 


Ozalid Offers Folder 
On New “Bambino” 


Information on a copying machine, 
The Bambino, just slightly larger 
than a typewriter is available in a 
folder from Ozalid Division of Gen- 
eral Aniline & Film Corp., Johnson 
City, N. Y. 

Designed to bring Ozalid’s copy- 
ing process within reach of every 
business, the Bambino can give up to 
200 letter-size copies per hour of 
correspondence, accounting reports, 
purchase orders, invoices, etc., 
printed, written, typed or drawn on 
translucent paper up to 9” wide. 

Weighing just 60 lbs., the Bam- 
bino is 16x12x13”. According to the 
company, the new table model ma- 
chine does not require special plates 
and stencils, ribbons, inks and chem- 
icals. In addition, the copies it pro- 
duces are dry and ready for instant 
distribution. 

The Bambino folder lists the price 
at $410. 


For your copy circle No. 301 on the 
Readers’ Service Card inside back cover 





THEO. ANDREAS 


Central Wrocwok 


Fest Delivery Service Right ts Your Door / 


Personalized Mail... A major factor in the success of this campaign involves the use of 
personal letters from distributors to lumber dealer prospects. 


Distributors 


Building materials distributors 
are getting professionally pre- 
pared, personalized mailings at 
a cost of less than 5¢ apiece. 
Here’s the story behind a mailing 


program that is getting results. 


Love 


This Direct Mail 


By W. G. Reker 

Advertising Manager 
Minnesota G Ontario Paper Co. 
Minneapolis 


How would you like a distributor 
to say that he had increased his 
active dealer accounts by 400% 
thanks to your help? Or have reports 
like this come in—“We’ve doubled 
sales of your products for three suc- 
cessive months,’ and “We sold a 
full carload from one mailing” and 
“We increased our quarterly volume 
397°; over the same period last year” 

all because of promotional material 
you've prepared for them? Yet, re- 
markable results like these can be 
produced quite easily, because dis- 
tributors welcome specialized help 
and are eager for sales-producing 
promotions. At least, this has been 
our experience in the building ma- 
terial field. 

We think that too many manufac- 
turers concentrate on building ac- 
ceptance and demand for their prod- 
ucts with costly and elaborate pro- 
grams to the mass market of “con- 
sumers” and to the other important 
trade factors of, for example, deal- 
ers, builders and architects. But the 
distributor often is slighted. Much 


emphasis is put on publication ads, 
direct mail, point-of-sale displays, 
trade publicity, catalogs and other 
literature and special promotions. 
Sure, these are available to distribu- 
tors, and manufacturers hope their 
salesmen will “merchandise this ad- 
vertising’” to distributors. But how 
about special, personalized, localized 
advertising programs just for dis- 
tributors’ use? That's what we pre- 
pared, and the results were excellent. 

In the initial planning, the first 
question we asked ourselves was, 
“How can a distributor best com- 
municate his sales proposition to his 
customers and prospects?” Because 
they are limited in number, yet 
known to him, and because they 
probably are located within a hun- 
dred mile radius, the best answer 
(next to regular personal calls or 
phone calls) is certainly direct mail. 
Yet a distributor doesn’t want just 
“some mailing pieces,” even with an 
imprint; he wants something that re- 
tlects the personality of his company 

something that is personally his. 
The answer seems to be a personal 
letter from him as a part of the mail- 
ing piece. 


>From this planning, two different 


“four-page” letters were developed 
in 1953. The front page was left 
blank so the distributor’s own sales 
letter could be printed. The spread 
and back page contained the sales 
story of one of our building mate- 
rial products. These letters were 
successfully used by some distribu- 
tors; so in 1954, a set of six was pre- 
pared. This bigger package met with 
an excellent acceptance; so in 1955, 
a complete portfolio including seven 
new four-page letters and six post- 
cards was made up. Included, too, 
was a set of suggested sales letters, 
records for keeping track of results, 


Sells With a Punch 


each of the four-page letters sells Insulite 


Inside sp read of 


building material: 
a light touch 


Layout and copy keep 
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JULYs &, "FOURTH 


PLAY IT SAFE! 


Seplece These Worn Tires 
Betere Your Trip 


AL'S GARAGE 


Main At Thirdive, 
Indianapolis 


CELEGRATE WITH US 
All Prices Lewered Fer 

Our Big Anniver sery Sele 
SATURDAY JULY 16th 


JONES TV SALES 


Richmond, Va. 


Pf CLEARANCE 
YW Two Full Weeks-Starts Sept. 15 


For Your Clothing Needs 


GAYLORD’S DEPT. 
STORE 
2757 W. Elm 
Des Moines 


HOT DISH HOLDERS 


are low cost 
Kitchen “Reminders” 


Pin Point Your Advertising Mes- 
sage . . . with Advertising Spec- 
ialties. There are occasions. . . 
events . . . promotions where Hot 
Dish Holders will carry your mes- 
sage—with more “impact”—than 
any other media! A dozen styles to 
choose from. All available for 
imprinting. Write .. . 


FABRIKO, inc. 


Green Lake, Wisconsin 


. . « for more details circle 394, page 121 
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and ideas on how to write good sales 
letters. The key piece was a booklet 
of information on direct mail, selling 
this medium and telling the distribu- 
tor how to use it. Over half of our 
distributors used mailings from our 
1955 portfolio. We think this per- 
centage of use is good considering 
there is some cost to the distributor, 
and that many distributors stock 
hundreds of products besides ours. 

With the complete Insulite direct 
mail portfolio in his possession, the 
distributor starts the ball rolling. He 
selects the four-page letterheads de- 
sired (usually all of them are em- 
ployed in a continuing program) and 
decides on the personal message that 
will go with each. Maybe he writes 
his own sales letters. Fine! He can 
best express the personality of his 
firm and put in the particular serv- 
ices and advantages he offers deal- 
ers. Or, maybe he selects the letters 
he likes from the set of samples. If 
he doesn’t care for these, but would 
rather not tackle the letter-writing 
job himself, he tells us the points he 
wants covered and we write a series 
of tailor-made letters for him. 


> Next he sets up a schedule for his 
mailings and sends us one of his 
letterheads and a copy of his signa- 
ture. Then we go to work. On the 
blank front page of the proper four- 
page letterhead we print his letter- 
head, sales letter and _ signature. 
These, along with specially printed 
reply cards, are sent to him well in 
advance of his mailing dates. All the 
distributor has to do is fold them, 
insert in envelopes, stamp and mail. 
(We'll help him build a mailing list, 
too.) 

These letters generally are used to 
convince dealers that this distributor 
is his best source of supply. The 
sales letters cover such reasons as 
inventories, service, sales and credit 
policies, new products, an explana- 
tion of the distributor’s function, new 
sales opportunities, etc. But creative 
distributors have come up with a 
host of other ideas. Mailings have 
been used by distributors to tell 
about the friendly group of people 
they have—who they are, what they 
do, how they can help the dealer. 
Other letters have announced anni- 
versaries, new catalogs, new trade- 
marks and seasonal promotions. 

So at a cost to the distributor of 
less than 5¢ apiece (average cost per 
mailing is $15) he has a profession- 
ally prepared, personalized mailing 
covering any message he wishes to 
tell his dealers. 

For only a few thousand dollars, 
we have helped our key merchan- 
dising factor, the distributor, do a 
better job of selling himself and sell- 
ing our products, too. 44 


Dz 


natural color post cards 


COURTESY STANDARD ENGINEERING 
FT. DODGE, IOWA 


ADD EXTRA IMPACT 
TO ANY SALES PROMOTION! 


Use Dexter’s attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
card quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 


. . « for more details circle 385, page 121 


LOOKING FOR A GIMMICK? 


that will keep your name and ad- 
vertising message before the cus- 
tomer ... we die-stamp message 
or affix emblem to any item on 
our METAL ARTS GIFT LINE. 
CUSTOM DESIGNED 
ECONOMICAL 


METAL ARTS COMPANY 


Dept. 23 + 742 Portland Ave. 
Rochester 21, N. Y. 


. . . for more details circle 429, page 121 


THE WECK 


8 Shy 043 
POST CARD 
A powerful direct-mail advertising medium. 
@ INVISIBLE PRINTED Message ap- 
pears when card is wetted. When dry 
it disappears. Can be used again 
and again. 


“Has terrific impact” 
Send for Samples and Price List. 


WECK PROCESS CO. 


42 E. Zist St. Le 
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HOW TO HANDLE 


KENDALL MILLS 


DIVISION OF 


DIAPERS THE KENDALL COMPANY - WALPOLE MASS 


KENDALL 


eta) 
TOWELS 


Processing more than 60,000 con- 
sumer coupons annually in an effi- 
cient manner was a challenge to the 
advertising department of Kendall 
Mills Division, Kendall Company, 
Walpole, Mass., until recently. 

The response to a series of ads ap- 
pearing in national magazines, offer- 
ing Curity Diapers at 25¢, Kendall 
Dish Towels at 50¢, and similar of- 
fers to mothers and housewives, far 
exceeded expectations. Kendall Mills 
soon found the method used in han- 
dling these replies was too costly and 
time-consuming, in view of the fact 
that responses increased almost daily. 

One-part gummed labels were be- 
ing typed, containing the consumer’s 
name, address, and a special code 
which denoted the type of product 


oid 


| a 
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PRODUCTS 


Coupons 


Processing more than 60,000 consumer coupons annually in an efficient 


manner was a challenge to the ad department at Kendall Mills. 


Here's a case history telling how Kendall developed an efficient system 


for this only too common promotion problem. 


being mailed. This latter was neces- 
sary in order to account for the prop- 
er amount of cash received with each 
coupon. 


>The labels were typed in a hodge- 
podge manner, which meant that 
they had to be sorted and counted, 
and there was no automatic check. 
since the labels were unnumbered. 
Also, there was no accurate control 
over the incoming cash, and this 
amounted to several hundred dollars 
daily. 

Handling costs continued to in- 
crease because the merchandise was 
being offered at less than retail price, 
and over-all expenses mounted as 
the number of responses grew. It 
was felt that the advertising depart- 


ment should not bear all of this bur- 
den and that some solution would 
have to be worked out whereby other 
departments would assume part of 
the cost. 

Upon investigation it was discov- 
ered that if the lists of these respon- 
sive customers could be prepared in 
some way, such lists would be “mar- 
ketable,” and preparation costs could 
be charged off to market research, 
direct mail advertising, or some oth- 
er company activity, as well as to 
advertising 


>The Standard Register Company, 
Dayton, O., was asked to devise a 
workable method for simplifying this 
paperwork and to also produce mail- 
ing lists according to specifications 
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Personalized 
PENCILS FOR 
PREMIUMS 


Perfect self-liquidator. We 
handle complete job — proc- 
ess returns, print and mail 
pencils. No guarantee re- 
quired from you. Number of 
pencils in package determines 
sales price. Complete report 
of results given regularly. 


ADVERTISING | 


PENCILS 


Printed with your brand 
name, company name, slogan, 
trademark, or entire letter- 
head. Choice of pencil and 
printing colors. Fine quality 
Dixon pencils. Ideal good-will 
builder. Attractive prices. Fast 
service 


Write for Full Information 


GGL a deat 


903 Broadway Cincinnati 2, Ohio 


for more details circle 378, page 121 


Sales Idea #2 by PIONEER 





Qualatex 


ADVERTISING 
BALLOONS 


imprinted with your message 
as premiums 
inserted in packages 


Good Housekeeping 
Fs soveanistd Yt 
ther Popular PIONEER Products 
ALiai SUPER Ebonettes and Bluette 


id Gloves, Rock. a Dri Baby Pants 
and Rolipruf Surgical Glove: 
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SEE THE NEW 


Curity - 
NIGHT 
DIAPER 


. 
Mail the Coupon 
for Regulor Diaper 


KLAAAANNWAS 


Curity Premium Offer 
labels are 


Large, 534x3" 
preprinted with consecutive 
numbers prefixed by A, B or C, to corre- 
spond to the 25c, 50c or $1 offers 


For fulfillment of the coupon orders, 
Kendall Mills required a label con- 
taining advertising and of sufficient 
size to be prominent on a large pack- 
age or envelope. On the other hand, 
strips of plain labels approximately 1” 
deep would serve for listing purposes. 

Standard’s consultants suggested 
applying Dual Feed of Kant-Slip 
continuous forms to an electric type- 
writer, replacing the manual type- 
writer being used. By doing that, it 
would be possible to prepare the 
original large mailing label and 
quadruplicate lists of names and ad- 
dresses, appearing one to the inch, 
as a by-product. The lists are carbon 
copies on marginally punched con- 
tinuous gummed paper, perforated to 
provide mailing labels when desired. 


> The large, 534” x 3”, continuous la- 
bels are preprinted with guaranteed 
consecutive numbers, prefixed by A, 
B or C, to correspond to the 25¢, 50¢ 
or $1 merchandise offers. By sorting 
coupons as accompanying cash pay- 
ments are checked, typing those of 
each amount continuously on the ap- 
propriate forms and recording the 
numbers of the first and last labels 
used, Kendall Mills now has auto- 
matic control. At the end of the day. 
this exact label-usage figure is 
turned over to the accounting de- 
partment, along with the cash re- 
ceived. 

As a result of this paperwork sim- 
plification, today one operator work- 
ing less than four hours daily easily 
handles about 60,000 coupons per 
year. As a matter of fact, for short 
periods of time the production of two 
hundred labels per hour has been 
obtained. This extremely fast typing 
would not be possible without the 
Automatic Line Finder and preci- 
sion-punched forms. The advertising 
department has capacity for a 33% 
increase in consumer response with- 
out additional equipment or staff. 44 


Folder Shows Examples 


Of Pre-Designed Displays 


A folder available from Advertis- 
ing Display Studios, Englewood, N.J., 
contains illustrations and informa- 
tion on eight different styles of pre- 
designed exhibits. 

Styles in the folder include infor- 
mation on the “Salesman,” a combi- 
nation of corrugated pegged alumi- 
num and wood with an over-all size 
of 8x8x3’; the “Sectional,” designed 
in sections of 4’ widths to enable 
adapting to any size space; and the 
“Modern-Air”’, a light weight dis- 
play of corrugated pegged aluminum 
and lacquer finish wood in modern 
lines. 

Prices listed in the folder range 
from $500 to $995. 


For your copy circle No. 307 on the 
Readers’ Service Card inside back cover. 


Promotional Tiles . . . To illustrate va- 
riety of uses for decorated tiles, upper left 
shows Simplicity Patterns 
salesmen, 


spur’ for 
while upper right introduces 
new pattern for Burlington Mills. Lower 
left represents 1955 Christmas card from 
Merry Mites; lower right commemorates 
opening of new Prudential building in 
Jacksonville, Fla 


Ceramic Tiles Carry Sales 
And Promotion Messages 


Information on decorated ceramic 
tiles that carry sales and promotion 
messages is available from Soriano 
Ceramics, Long Island, N. Y. 

According to the company, the tiles 
have an advantage over other sales 
promotional pieces in that they are 
seen throughout the year in house- 
hold or office use as hot plates, coast- 
ers, wall decorations, paper weights, 
etc. 

Price varies according to the quan- 
tity ordered, complexity of design 
and number of colors required, with 
average price for each tile about 50¢. 

Additional information is available. 


For your copy circle No. 308 on the 
Readers’ Service Card inside back cover 





THERE'S NOTHING LIKE A CHANGE OF ADDRESS 


TO BRING OUT THE TOP CREATIVE INSTINCTS IN THE 


ADMAN. AR HAS BEEN COLLECTING MOVING 


NOTICES FOR A COUPLE OF YEARS AND 


DESCRIBES SOME OF THE BEST 


so You're Going to Move 


So you're going to make a move... 

If you’re like most other admen, 
you'll find it a wonderful creative 
opportunity. Judging by a collection 
AR has been making for the past 
couple of years, nothing brings out 
an adman’s true creative spirit like 
a move to new quarters. 

Ever since a reader asked us for 
suggestions for a clever moving no- 
tice about three years ago, we've 
been saving samples of such notices. 
And quite a collection it has become. 
The samples range all the way from 
simple, formal notices to elaborate 
die-cut, multi-color printed master- 
pieces. 

The cost of producing the notice 
appears to have little bearing on the 
degree of effectiveness. for here is 
certainly an area where creativity 
plays a major role. In many cases, 
the key factor is unusual application 
of a special paper stock 


> Take, for example, a real “prize” 
from AR’s collection. It’s a relatively 
simple four-page 334x9”" folder used 


by Harry W. Graff Inc., New York. 


The inside (brown on white) briefly 
announces a new address and phone 
number. The outside is even more 
simple, but very effective, thanks to 
a natural wood veneer stock which 
provided a truly distinctive effect. 
The only art on the front cover was 
a room number, firm name and door 
knob, silk screened in black, giving 
a realistic appearance of a miniature 
door. 

Even greater simplicity was used 
effectively by Jamian Advertising & 
Publicity Inc., New York. This was 
a 4x13" sheet of high quality, 
rough textured white stock, folded 
once. The only printing was a single 
line running across the entire 1315” 
center spread announcing the new 
address. Most of the line was in 
black, with the new address itself 
in light brown. 

Another case where proper selec- 
tion of paper played the key role in 
making a moving notice distinctive 
was a clever 2x7” postcard used 
by Milburn McCarty Associates, 
New York. The public relations out- 
fit used a rough textured beige off- 


set stock, printed one side only with 
black ink. The odd-size announce- 
ment had an illustration of a portion 
of a chess game and short, simple 
copy. 

Kromekote was used for a very 
striking notice by Alfred Auerbach 
Associates Inc., New York. A 3x734” 
white Kromekote card carried only 
five lines of widely spaced copy—the 
moving date and new address in tan, 
remainder of copy in blue. 

Several very interesting moving 
notices were printed on two-tone 
stock permitting a three or four- 
color effect with just one printing 
Many other notices made use of spe- 
cial colors of paper to gain extra 
impact at minimum cost. 


>In almost every case, admen wisely 
chose a distinctive paper stock for 
their moving notices. Since most of 
the announcements were relatively 
small in size, the paper cost, of 
course, was a minor budget factor 
Thus, the selection of distinctive 
stock is in keeping with a creative 


adman’s basic “rule of thumb” 


Paper + 69 





Typical Moving Notices . . . The moving notices shown in these illustrations, many of 
which are described in the accompanying article, are part of the collection AR has been 
building for a couple of years. If you have your own pet notice, AR would appreciate 
having a sample to add to its collection. The collection is available for inspection at any 
time at AR’s Chicago offices 


we've qyr uel 3h 
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A CHANGE IN ADDRESS 


'y? 


4st Tiudv 


when paper represents but a small 
percentage of the total cost of a job, 
always get a plus value by selecting 
a truly distinctive paper. 

In addition to the use of distinctive 
paper stock, many of the moving an- 
nouncements featured clever art- 
work—some simple, some compli- 
cated. Probably the most repeated 
theme was the use of an architect's 
sketch of a new building. Next came 
cartoon treatments of the moving 
theme. Maps, too, were used fre- 
quently. 


>In other cases, a distinctive touch 
was obtained through use of unusual 
formats. For example: 


e Several chose odd sizes—long, thin, 
tall, etc. 


e Bradley Lane Advertising Agen- 
cy, Denver, used a four-fold job that 
opened from a 514” square into a + 
sign. The back side of each of the 
folds contained a picture of a rooster 
crowing (theme: “something to crow 
about’), each in a different color— 
red, yellow, blue and gray. The face 
of each fold had a different piece of 
copy —background of the agency, 
details on the new building, a map. 


e Westinghouse Broadcasting Co. 
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. attract new business, make 


your approach easy and inviting 
... by the use of beautiful 
printing on a Cantine brush-coated 
paper, which brings out the finest 
details of the illustrations. By 
either letterpress or offset, printing 


looks better on Cantine brush-coated. 


LETTERPRESS 
Hi-Arts 

Ashokan 

M-C Folding Book 
M-C Folding Cover 
Zena 

Catskill 
Velvetone 
Softone 

Esopus Tints 
Esopus Postcard 


OFFSET-LITHO 

Hi-Arts Litho C.1S. 
Zenagloss C.2S. 
Zenagloss Cover C.2S. 
Lithogloss C.1S. 
Catskill Litho C.1S. 
Catskill Offset C.2S. 
Esopus Postcard C.2S. 
Esopus Tints 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Paper since 1888 
Saugerties, N. Y. and New York City 

In San Francisco and Los Angeles—Wylie & Davis 


9 





SPECIALIST’S\ 1 \FOR PRINTERS: 


PUT YOUR CUSTOMERS 
ON THE LIST FOR 


New Letterheads | 


of the Season 


Here’s the painless cure for that 
pain in the neck of yours—requests 
for sample letterheads, 
Let “Dr.” RISING take over. We’ll 
take care of your requests for sam- 
ple letterheads. All you have to do: 
Dae~ Send your requests with 
your card and we, here at 
RISING, will see to it that 
“New Letterheads of the 
Season” are mailed to your 
list! 
Could anything be more painless? 
or productive of new sales! 
RS Would you like to have 
‘4+ your letterheads included 
in the new RISING “New 
Letterheads of the Season” 
. send us your samples 
for our “Letterhead Jury” 
to review. 


Gee rine poe at its Best 


for more details circle 460, page 121 


2 HANDY GUIDES 


Specs 
SUN-TESTED 


VELVA-GLO 


a ee 
8 tntes ww 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD... con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 





RADIANT COLOR Co. 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of 


ELVA-GLO*® 


Fluorescenf Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 1 
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Inc. used one of Drake Press’ (Phil- 
adelphia) clever pop-ups to an- 
nounce a new New York office. The 
Drake pop-up is folded so that a 
415x614” folder opens to 1244x124” 
with one fold. 


e Several companies, such as Bruce 
Beck Design Studios, Chicago, and 
Riedl & Freede Inc., Clifton, N. J.. 
used accordion folding so that small, 
“standard size” pieces opened into 
unusual sizes. Bruce Beck’s 5x5” 
folder, with a black and red on white 
illustration of a checker game, 
opened to 5x15”. The Riedl & Freede 
piece was a 5x7” French-fold job, 
which opened to 7x20”. 


e If you really want to get compli- 
cated, you can try the technique used 
by The Dobbs Co., New York. Dobbs 
sent out a 434x104” folder with a 
clever black, lavender and white line 
drawing on the cover. Featured was 
a cartoon truck carrying a jammed- 
up office. When opened to 434x1434”, 
a tipped-on pull tab extended the 
office on the truck into more spacious 
quarters. The theme: “We're moving 
and expanding.” 


e A real cost-saver format was re- 
ported by Cletus Junk in “How I 
Solved It” in the April 1954 AR. Mr. 
Junk of Chamberlin-Junk Advertis- 
ing, Fort Wayne, Ind., told how his 
agency used its old letterheads for a 
clever moving notice. An illustrated 
map was printed on the old letter- 
heads, quickly dramatizing the fact 
that the agency had new quarters. 
It was a simple matter, of course, 
to fold the notices to fit No. 10 en- 
velopes. 


>For many firms, however, the most 
effective type of moving notice has 
been a general use device. Probably 
the most useful type is the gummer 
sticker or the adhesive-backed label. 
These can be used not only as a 
moving notice, but can be applied to 
letterheads, mailing labels, booklets, 
packages, etc. 

Another effective, multiple-use 
device is the 3x5” file card. 

But no matter how distinctive or 
versatile the format, there is one 
important point to consider when 
using any kind of moving notice. 
Do not use a general notice when 
some specific action is expected on 
the part of the recipient. In such 
cases, be sure to remind the recipient 
of any action he is expected to take. 

For example, never use a printed 
notice alone to request a change of 
address for a magazine subscription. 
Chances are that you'll just end up 
having to write a special letter after 
you’ve missed several issues. 

Here the best “rule of thumb” to 
apply is whenever in question, en- 


close a note with the moving notice. 
You may easily find that you can use 
stock form for the “note,” with space 
to fill in the action requested and ‘or 
attach the old mailing label. 44 


Versatile Card Helps 


Agency Moving Day 


When Eli Cohan Advertising 
Agency, Cincinnati, moved to new 
suburban quarters, one of the prob- 
lems the agency faced was notifying 
its clients and suppliers of the new 
location. 

To solve the problem, a simple 
“all-purpose” card was designed that 
could be used as: 


e Mailing piece 
e Display card 
e Envelope stuffe: 


Printed one color on one side, the 
over-all size of the card was 7x3!2”"— 
large enough to attract attention. vet 
small enough to fit a No. 10 envelope. 
The card was illustrated with a pic- 
ture of the agency’s new quarters in 
the upper left corner, while copy 
merely stated, “New Offices, Jan. 1, 
1956,” and gave the agency name, 
new address and new phone number. 


>The card was first used as a self- 
mailer about 10 days before the move 
actually took place. It was mailed to 
all client personnel, suppliers, local 
media, media representatives, pub- 
lications, trade associations, etc. 

As a display card, a photostatic en- 
largement was made and mounted on 
the door of the former quarters on 
moving day, to remain until new 
tenants moved in. 

After moving day, the card was 
used as a stuffer in every letter, in- 
sertion order, purchase order, invoice 
and check mailed by the agency. It 
also was enclosed in proofs and ad 
copy sent to local newspapers, and in 
scripts sent to local radio and tv sta- 
tions. 

As a final touch, a stack of cards 
was kept on the reception desk and 
one was given to every salesman or 
delivery boy who called. 

Cincinnati graphic arts companies 
produced the entire job. Layout, 
typographic design and pen and ink 
drawings of the building were by 
Nelson Tonsheim. The original 
agency logo, incorporated in the card, 
was designed by Mott Studios. J. W. 
Ford Co. set type (Century School- 
book Italic and Gothic Condensed 
Italic). The card was printed offset, 
on shell white Strathmore Fiesta 
Cover stock with dark blue ink, by 
Westerman Print Co. Photostats were 
by L. M. Prince Co. 44 
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SPECIFY 


ee 
the standard of excellence in COATED PAPER 


‘electronify” an Executive 


The salesmanship of your printed material may depend strongly 
on bold color reproduction to catch executive eves. Or it may 


demand sharp definition of technical detail 
Phe point is—vou vet both when vou specify CICO paper, 


Laboratory for Electronies. Ine... Boston. desired superior printing 
results for a booklet narrating their dramatic advance in the field 
of electronics. On recommendation of ther printer, \eme Printing 


Co., they chose Champion-International’s CICO-Gloss. 


For every quality job you're concerned with. vou should choose the 

standard of excellence in coated papers — CICO papers, You will find 
the name of the Merchant nearest vou listed on the reverse side of this 
insert. Contact him for CICO swatch books and complete information, 


CICO-GLOSss ClCO-FLENX C1CO-FOLD ClOO-GRAPH ClCO-BRITE 


CLCO-PRESS CICO-PRINI CICO-OFFSEI ClCO-DL OSE I ClCOoO-LITH 


HAMPION-L NPFERNATIONAL 
? pee . The ssicihenieil 


rvTeiEers ot SUA LIT COATE P PA 





ANDREWS PAPER CO. 

160 North Washington Ot. Boston 14, Mass. 

Richmond 2 2200 

ATLANTIC PAPER CO. 

Publie | edger Bldg., Philadelphia 9, Pa. 

L.Ombard 3 1420 

BULKLEY DUNTON & co., INC. 
k 1%, 


295 Madison Ave.. N 7 N. ¥ 
Murray Hill 9.6 400 


CAPITAL PAPER CO., INC. 


106-110 Seventh Ave.. New York ‘+ 0. E 
CHelsea 3 O80 


JOHN CARTER & co., INC. 
120-438 Rutherford Ave 


Charlestown District, Boston 99. Mass 
CHlarlestown 2.5000 


FRANKLIN -COWAN PAPER CO. 
210 F llicott St. Buffalo, N. Y¥. 
W Ashington 954 


GENESEE VALLEY PAPER CO., INC. 
573 Lyell Ave.. Rov hester ©, N. Y. 
Glenwood 3380 

HOBSON MILLER PAPER CO. 


980 Lafayette St.. New York, N. ¥. 
W Orth 6-0-400 


KENNELLY PAPER CO., INC. 
501 Fifth Ave.. New York 17, N. Y 
ML rray Hill 2-1087 


ew Yor 


these leading paper 


merchants can supply 


the standard of excellence 


MILTON PAPER co., INC. 


100 W 22nd St.. New York II, ee 
W Atkins 9-0721 


MUDGE PAPER COMPANY 
501 Water ot. Baltimore z= Maryland 
LExington 9 7782 


PERKINS - GOODWIN co. 
589 Fifth Ave.. New York 17, N. ¥. 
MUrray Hill 8 900 


PROVIDENCE PAPER CO. 
160 Dorrance Whee Provident e 2, R. L. 
G Aspee |-7000 

ROYAL PAPER CORP. 


210 Eleventh Ave., New York 1, N. Y. 
W Atkins 4-3400 


STANFORD PAPER CO. 


,;00OL V St. N.E.. W ashington ie pPp.c. 
LAwrence 6-1600 


TILESTON & HOLLINGSWORTH Eo. 
211 Congress >t. Boston 10, Mass. 

Liberty 2 3870 

VERMONT PAPER co., INC. 


144 S. Champlain ot. Burlington, \t 
Burlington 2.035 


DONALD WYMAN INC. 
683 Atlant Ave., Boston 10, Mass 
H Ancock 6-6282 


Export fvent 


ELOF HANSSON, INC. 


~>.. 
(9 


G 
et 
» 


; be Os 
SY 
f 


220 ast Wn Mt... New Y ork 17, Mc a 


VAnderbilt © 1177 
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Translucent Paper Adds 
New Uses to Copier 


Translucent printing intermediates 
or masters for diazo and similar re- 
production systems can now be pro- 
duced with the Verifax Copier, using 
a new Verifax Translucent copy pa- 
per introduced by the Eastman Ko- 
dak Company. The paper is a trans- 
lucent, vellum type of material. 

It’s expected to find many appli- 
cations in business and industry as 
a master for making diazo-like prints 
of drawings, parts lists, specification 
sheets, and similar materials in sizes 
up to 8%x14” when the originals 
are two-side documents or opaque 
stock. 

The Verifax Copier system was 
developed by Kodak in 1953. First 
used for the production of multiple 
copies of letters and forms in legal 
or letter size, the system has recently 
been expanded to include production 
of offset plates. 

Verifax Translucent copy paper 
comes in 500-sheet packages and is 
priced at $7.50 for letter size and 
$9.15 for legal size sheets. 44 


Bienfang Paper Co. Offers 
Samples of Nelson Board 


Samples of its Nelson Drawing 
Bristol Board, designed for high rag 
content and low price, are available 
from Bienfang Paper Co., Metuchen, 
N. J. 

A laminated hard finish bristol, 
Nelson is available in 1, 2, 3 and 4 
plies in kid and plate finish. 

Sheets 23x29” are priced at ap- 
proximately 15¢ per ply. Samples 
indicate the paper performs well un- 
der conditions that normally feather, 
fray and destroy similar paper sur- 
faces. 


For your copy circle No. 309 on the 
Readers’ Service Card inside back cover 


Fidelity Kit Contains 
Onion Skin Samples 


Samples of Fidelity onion skin pa- 
per, made from 100° new rag 
fiber, are available in a “Prove-it- 
Yourself” kit from the Esleeck Mfg. 
Co., Turners Falls, Mass. 

The kit contains 82x11” samples 
in white of Fidelity onion skin in 
cockle finish, glazed finish, and 
smooth finish. 

An additional folder in the “Prove- 
it- Yourself” portfolio contains small 
samples of Fidelity onion skin avail- 
able in six different colors. 


For your copy circle No. 310 on the 
Readers’ Service Card inside back cover 
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Busy people do judge a 
book by its cover... 


Whether they realize it or not, busy people do judge a book by its cover. 
An attractive cover helps to catch your prospect's eye—helps get him in- 
side your sales literature. 


THE BRIGHTER BLUE-WHITE and choice of eight handsome colors of 
Hammermill Cover provide a sparkling background for promotion pieces 
—give you a wide choice of ways to spark up your covers. And there's a new 
bright white, available at slight extra cost, for “special effects” printing 


CLEAN, COLORFUL HAMMERMILL COVER prints as well as it looks. Its firm 
uniform surface improves the appearance of both letterpress and offset 
printing. Strong, virgin fibers give sharp, even embossing. And its high 
bulk-to-weight ratio gives it important, “heavy” feel. 

If you design your booklets for long-time use, Hammermill Cover's 
extra strength can give them added life. It takes repeated openings and 
closings without cracking at the fold. 

Next time you're preparing a booklet or catalog, ask your printer to show 
you samples of Hammermill Cover. And remember, for a cover job, there's 
no paper like a good cover paper. The Hammermill Paper Company, Erie, Pa. 


wr COvVER ~~ 


BY THE MAKERS OF HAMMERMILL BOND 


FOR CATALOGS - BOOKLETS 
MENUS + PRICE LISTS + FOLDERS 
BROADSIDES - MANUALS 
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This 1712 Stradivarius from the famous Lyon-Healy 
collection was the solo violin of Henri Wieniawski., 
renowned virtuoso and composer. Valued at $35,000, it is 
shown in the Lyon-Healy “Rare Old Violins” catalog. 
This 92-year-old Chicago firm, largest exclusive music 
company in the world, has 95 per cent of its catalogs 
‘Printed Letterpress” by Printrite of Chicago. 
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“Printed 
Letterpress” 


...18 likea 


Stradivarius Violin 


For some 250 years, violin makers have tried 
to match the craftsmanship of Antonius 
Stradivarius whose instruments reached the 
height of perfection in 1700. 


Artistically and historically, there is 
a direct comparison between a Stradivarius 
violin and a Letterpress printed piece. Both 
are outstanding for fine craftsmanship and 
brilliance of tone. 


All other printing processes have as their 
aim the desire to match Letterpress quality. 
None has completely succeeded, because 
Letterpress is accurate, achieves fidelity and 
consistency. 


But, unlike genuine Stradivari violins 
which are valued from $10,000 to $80,000, 
Letterpress printing today costs no more and 
frequently costs less than other processes. 
Modern platemaking, as exemplified by the 
precision electrotype which faithfully dupli- 
cates the original, has helped Letterpress re- 
main competitive and superior. 


Let your Letterpress printer and electro- 
typer show you how to get the most out of 
your printing. Confer with them about your 
next printed piece. Remember, if it is worth 
printing, it deserves Letterpress. 


Specify it by name: Print it Letterpress! 


It’s off the press now ...the I. D. Robbins 
24-page booklet, ‘“‘The Present and Future of 
the Printing Processes,”. ..and every 
buyer and producer of printing should have 
a copy. Write for it today! 


CJNTERNATIONAL ASSOCIATION OF ELECTROTYPERS 


AND STEREOTYPERS, INC. 


Dept. AR, 701 Leader Building, Cleveland 14, Ohio 


(Letterpress U.S.A. from an Electrotype) 
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GREAT JOHNSON 
SEA-HORSES 


* 


3 TO 30 HP. 


* 


eB AG 
Johnsons New 
LCRA 


NEW 
SPECTACULAR 
SEA-HORSE 
30 


Coming Soon! Thy 


BE PREPARED' GET TRADE-IN AND TIME PAYMENT FIGURES 
FROM YOUR JOHNSON DEALER NOW AND HAVE YOUR NEW 
SEA-HORSE WHEN THE SEASON OPENS! 


Johnson 


SEA-HORSES 
ror DEPEN Daauity 


FOR 1956... 9 GREAT MODELS! 
JAVELIN 30 hp $582 00 
SEA HORSE 30 JO hp 552.00 
SEAHORSE 30 30 hp 462 00 
SEA HORSE 15 1S hp 45200 
SEAHORSE 15 1S he 362 00 
SEA-HORSE 10 10» 321 00 
SEA-HORSE7’2 7h 241 00 
SEA-MORSES'S 5% hp 216 00 
SEAHORSES n 146 00 
* 


ocal Impact 
ith KOP Color 


When Sea-horse green gave way to a new wife-appealing 
color scheme, Johnson Motors decided on r.o.p. ads 

to give dealers a logical point of departure to announce 
their showings of the new line. But it wasn’t any ordinary 


r.o.p. ad. Here’s the story behind it. 


By Jerome C. Martin 

Assistant Advertising Manager 
Johnson Motors 

Waukegan, Ill. 


Last September, with the intro- 
duction of the 1956 models, Johnson 
Sea-horse green went the same way 
as Lucky Strike green even without 
a war. 

And although the fisherman may 
decry the loss, his wife will not, for 
the new Holiday Bronze Sea-horses 
were designed with her in mind to 
compliment any and all boat hulls— 
from the small pram all the way to 
the flashy runabouts and colorful 
cruisers. 

As more and more people have 
taken to the waterways for relaxa- 
tion, as a family group in most of the 
cases, the woman’s viewpoint has in- 
creased in importance—almost to the 
point where styling in outboard mo- 
tors approximates the ever present 
feature of dependability. 

That was why our change of color 
was news. It could get people to go 
to our dealers’ stores while snow was 
on the ground—to look at a product 
which was meant to be enjoyed in the 
warm summer sun. 


>What does this have to do with 
R.O.P. color? 

Although the style change on 1956 
models had already been announced 
in the magazines on our schedule, we 
felt that a color newspaper ad would 
actually give our dealer a _ logical 
point of departure to announce his 
showing of the new line. 


But in order to properly present 
the Johnson newspaper campaign 
picture, let’s go back several years to 
1952. Our campaign that year was 
built around dealer listings as a part 
of our ad. Not only did this take up 
expensive selling space in our ads, 
but in many cases it led to ill feel- 
ings on the part of some dealers who 
had been left out of the listing be- 
cause they were on the border line 
of the newspaper market. 

In 1953 we carried no listings; nor 
have we since. Instead we now urge 
our dealers to tie in with our factory 
ad by buying their own adjacent ads. 
We ask for, and receive, the coopera- 
tion of the newspapers in soliciting 
and positioning of dealers’ ads. Be- 
fore each campaign we send the 
newspapers a list of Johnson dealers 
in their marketing areas. The paper 
then helps us (and themselves) get 
the dealer tie-in ads 


>This method has been extremely 
successful. From the chart you can 
see that the dealer tie-in space value 
of the first campaign in 1953 aver- 
aged $2,332 per Johnson insertion 
Last fall the color ad sold dealer 
tie-in ads valued at $22,391 (figured 
at national black and white line 
rate). 

This is a heartening figure and 
there are probably a number of retail 
advertising managers of papers on 
the Johnson list who are thankful to 
these campaigns for some new ac- 
counts on their books. They have 
taught many of our dealers the value 
of consistent newspaper advertising 
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Variety from One Ad 
latitude in selling pages with dealer tie-ins. The above examples show just four of many 
different pages published in newspapers from coast to coast. The upper two ads show 
how the basic ad was used on pages with unrelated editorial material, while the lower 
examples are of ‘‘all-Johnson’’ pages, built around the r.o.p. color ad 


and have brought many papers to 
the realization that there were pro- 
motion dollars to be spent by the 
marine dealers of their area. 

The Johnson dealer organization 
now believes that the newspaper 
campaign is something in which he 
should take part. And last fall he 
wanted to be able to shout from the 
housetops the news about the 1956 
line of motors. What more logical 
way could there be for us to fill this 
dealer need at the local level than 
an R.O.P. color newspaper ad, uti- 
lizing an ink approximating our Hol- 
iday Bronze as the second color. 


> Knowing that a number of news- 
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spentiee Goees tient 


Use Your Credit! 


See e 





Johnson’s pre-planning provided newspapers with plenty of 


papers would have trouble matching 
our special color, it was decided not 
to risk using the color in the actual 
product illustration. Some readers 
would then have an entirely wrong 
conception of our Holiday Bronze. 
Instead we used color strictly as an 
attention getter and to set the stage 
and create the mood to tell the Holi- 
day Bronze color change story. 
The mechanics of the ad were quite 
unique. It ran 3 columns, full depth, 
approximately 900 lines. Most papers 
on our list have a 1,000 line mini- 
mum. Our agency, Lamport, Fox, 
Prell & Dolk Inc., surveyed all the 
papers to ascertain if they would al- 





low us to make up the extra 100 lines 
by adding an arrow in the fourth 
column (or a two column arrow in 
the fourth and fifth columns), calling 
attention to our dealer tie-in ads. 
This point had to be resolved, for 
most papers have rules against 
“stair-step” ads. Only five of 118 
would not accept the arrow in order 
to make up the 1,000 lines. They in- 
sisted on another full column. These 
papers received the black and white 
version of the ad. 

But the vast majority of papers on 
our list recognized that our request 
to use the arrow was a legitimate 
one; that dealer tie-ins had become 
an integral part of the Johnson fac- 
tory ad and the arrow helped join 
the two. 


> Varying column depths of the pa- 
pers was another problem. To over- 
come it, our ad was prepared in two 
depths, 280 lines and 301 lines. Ten 
different sized arrows were used in 
both one and two column widths to 
make up the remaining linage. Our 
ad came close to being an exact fit 
for every paper on our list. 

The black and white ad for 30 pa- 
pers was also prepared in two depths. 
None of these papers got the arrow. 

Although originally it was thought 
that a standard newspaper ink would 
come close enough for the color por- 
tion of the ad, it was decided that a 
special formula should be prepared 
to come as close as possible to our 
Holiday Bronze. This was made 
available to the papers through Sin- 
clair and Carroll and the Flint Ink 
Co. They did an excellent job of color 
matching and only a few had trou- 
ble getting close to the desired color. 

Five papers even got together with 
their local Johnson dealers and ran 
color in the tie-in ads also. 


>In order to be in a better position 
to judge the effectiveness of our 
R.O.P. color ad, we surveyed a group 
of representative dealers throughout 
the country—their answer was an 
overwhelming vote for the color ad. 

Remarks such as, “It was the best 
ad we have ever seen,” and, “We 
would like all of the ads in color,” 
were the majority. Two 30 h.p. mo- 
tors were sold by Adams Outboard 
of Tacoma to people who “saw the 
ad and bought the next day.” Our 
dealer in Knoxville, Tenn., the Ath- 
letic House, told us it sold six motors 
as a direct result of the ad. 

When factory ads stir up this much 
talk and excitement, we know 
they’ve done a job. Our dealers be- 
lieve they have, too. That’s why they 
want us to keep up the newspaper 
support. And they’ll back it up to the 
hilt with their promotion dollars. 44 











Dial-a-Plate . . . Automatic printer intro- 
duced by Robertson Photo-mechanix Inc., 
combines vacuum printing frame, sealed 
lamp, parabolically-shaped reflector, and 
light integrator in one enclosed exposure 
unit for making offset plates. 
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Students to Get Advice 


In Annual PR Conference 


The twelfth annual National Con- 
ference and Seventh International 
Public Relations Institute of the 
American Public Relations Assn. will 
be held in Washington, D. C., April 
4-6. 

Planned to help college students to 
prepare for careers in public rela- 
tions, the conference will include a 
distinguished group of professional 
public relations men and women, 
who will discuss “Your PR Career” 
in speeches, panels and roundtable 
discussions. 

In addition to career planning, dis- 
cussions will be held on research in 
public relations and public relations 
problems. 44 


Dual-Lith Attachments 
Listed in New Catalog 


A catalog listing all attachments 
for the Dual-Lith printer has been 
published by the Davidson Corp., 
Brooklyn, N. Y. 

The catalog tells how removable 
segments enable users to perform 
eight different printing methods on 
the “Dual-Lith” and explains how 
this built-in versatility is achieved. 

Profusely illustrated, the 20-page 
booklet shows attachments needed 
for regular offset lithography, simul- 
taneous two-sided lithography, dry 
offset, davengraving, letterpress, im- 
printing, numbering and perforating. 
Special attachments such as the re- 
ceding pile jogger are also described. 

Copies of the catalog are available 
from the Davidson Corp., 29 Ryerson 
St., Brooklyn 5, N. Y. a4 
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* (Chinese) THINK. Think of the people who 
are paid for perseverance ... for making 
an original out of your oldest problem or your 
oldest product. Originality is our bread and 
butter, to give you sales-minded solutions 
that back you up at the Point of Purchase. 


We'd like to show you how we work. Booth 
53, POPAI. 


CARTER AND GALANTIN, INC. 
710 west jackson chicago6 andover 3-6546 


NEW YORK { k AN 
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Hail, Columbia 


AS 


the gem of two continents 





AMERICA AND EUROPE greet the new Columbia! 

For the first time, leading graphic designers of both continents 
are in accord on a new type design, and for good reason. For 
here is a “first time” face . .. a universal face as lacking in local 
prejudice as Bodoni or Garamond, and equally timeless. 

Columbia was designed by Walter H. McKay of New York, in 
close cooperation with century-old Typefoundry Amsterdam of 
the Netherlands. All of their rich experience has gone into 


this design. Here, for sure, is a face with background, balanced 


yet modern, poised for today, and anticipating the years to come. 


Ask for specimen. Intertype matrices will soon be available in 
sizes 6, 8, 9, 10, 11 and 12 point. 


a7 
AMSTERDAM]! CONTINENTAL Eg 





TYPES AND GRAPHIC EQUIPMENT INC. 
268 Fourth Avenue, New York 10, N.Y. - SPring 7-4980 
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Left: Columbia in sizes 6, 8, 
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Below : Columbia Ltalic in 


sizes 6, 8, 10, 12 18, 24 small, 
24 large, 30, 36 point. 
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72 point 


Above: Columbia Bold Italic 
in sizes 6, 8, 10, 12, 18, 

24 small, 24 large, 30, 36, 
48 and 60 point 
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By Clarence W. Moore 
Manager, Educational Department 
United Fruit Co. 

New York 


Ten per cent of the advertising 
budget for a school program? 

That’s the allotment that the United 
Fruit Company, New York, makes 
for its product, bananas, with ex- 
traordinary success. In 1954 the net 
results in terms of direct contacts 
were: 


1. Fifty-three thousand teachers in 
17,500 schools used 705,000 student 
lessons on the banana and related 
subjects in more than a dozen courses 
of the general school curriculum—in- 
cluding social studies, geography, 
history, commercial geography, 
science, biology, literature, econom- 
ics, music, arts and crafts—in every 
grade from the first to the twelfth. 


2. In the vast home economics field 





















last year 20,000 requests were re- 
ceived for educational material. 
These were from teachers of foods 
and nutrition in junior and senior 
high schools and colleges. In addition 
there are 4H clubs, Extension Service 
adult groups, and the vast number of 
adult groups touched by public serv- 
ice company home economists, insti- 
tutions, and home economics women 
in business. 


Another important part of the edu- 
cational program is the circulation of 
a 16mm color, sound film of the story 
of the banana and the land in which 
it grows, “Journey to Banana Land,” 
and a 32-frame color film strip illus- 
trating the stages in the growth of 
the banana plant. These may be used 
together or independently. 
> This circulation also runs into as- 
tronomical figures. Filmed and circu- 
lated by the Institute of Visual Train- 






Chiquita Banana 
Goes to School 


United Fruit Co. plays its own 
version of the “banana song” 
with a well-directed, carefully 
documented, educational pro- 
gram designed to present the 
company and product to Ameri- 


can teachers and children. 





ing of the William J. Ganz Company, 
in the five years this program has 
been in operation it has been used by 
90,000 teachers, who have shown the 
pictures to 9 million pupils. This is an 
actual tabulation of the attendance 
report made by each teacher when 
she returns the film. 


United Fruit is one of the pioneers 
in education. It started its program in 
the school year of 1927-28 and has 
consistently carried it on ever since. 
After World War II the company re- 
organized its material, greatly wid- 
ened the approach, and in 1950 it 
offered a new film and film strip. 


We believe strongly in informing 
those who inform others. We have 
carried on this school work for al- 
most 30 years. We look on it as pure 
education more than as sales promo- 
tion—education with a long pull out- 
look. We find that it is good public 
relations, too. 
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Classroom Lesson Sheets 


>Of course, informing community 
leaders like teachers and physicians 
has one advantage over a direct mes- 
sage voiced by the company. It gains 
the authority of the leader who de- 
livers the message, and this advan- 
tage is tremendous. 

The educational material is strictly 
editorial. There is no mention of the 
company’s name in the text, and all 
the general education leaflets which 
are distributed to the pupils are iden- 
tified only with the Chiquita Banana 
trademark. 

Since United Fruit is the only ba- 
nana company that carries on an 
educational job, it reaps benefit from 
what amounts to an industry job. In- 
deed, many adults think UFC is the 
only banana company in this coun- 
try, whereas its volume is approxi- 
mately 55 per cent of the industry 
and it has a number of competitors. 


> Unlike many companies which are 
content to have their educational 
material used by social studies and 
home economics classes, UFC carries 
on a three-prong program which in- 
cludes: 


1. Lesson sheets which can be used 
by many different classes in all the 
grades. 


2. Material for foods and nutrition 
classes in elementary and secondary 
schools. 


3. Adult education, through Exten- 
sion Service groups, home econo- 
mists in business, and physicians. 


Keystone of the distribution is a 
catalog which lists and explains all 
the available material, “which has 
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. . Designed to interest a variety of 
age groups, nine lesson sheets for United Fruit include ‘‘The 


TRANSPORTATION 


and the BANANA 


been planned, written, and edited by 
educators to help classroom teachers 
enrich the experiences of their 
pupils.” 

The foreword to this catalog ex- 
plains further that “the banana as a 
food has a story that is a vital record 
of man’s vision, ingenuity, and ac- 
complishment. It is the story of ma- 
chinery, railroads, fast, air-condi- 
tioned ships and a food distribution 
system that has no counterpart any- 
where else in the world. It is the 
story of planning, agriculture, hos- 
pitals, schools, radio and communica- 
tions. But above all it is the story of 
people, both in our own country and 
Middle America, the people who clear 
a jungle waste and make it produce a 
highly perishable food that can be 
bought in practically every hamlet 
from Maine to California and served 
as fresh and perfectly ripened as the 
fruit you might pick from your own 
back yard.” 
> Thus the foreword actually enum- 
erates many of the approaches used 
in the lesson folders. Each lesson is 
a four-page folder, well illustrated in 
color, and written to the level of the 
grades in which it is to be used. For 
example, the first graders have a 
study and seatwork unit, mostly pic- 
tures, ending up with two pages of 
pictures to color, with a simple text 
under each illustration. 

The approach is versatile through- 
out the entire nine student lesson 
sheets: Bananas for Us, grades 1-3; 
The Banana Story, 3-10; Foods That 
Tie the World Together, 3-10; Mid- 
dle America, 4-7; How Bananas 
Grow, 5-8; Transportation and the 
Banana, 5-8; People of Middle Amer- 
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Banana Story” for grades 1-3; ‘’Transportation and the Banana’ 
and ‘‘How Bananas Grow” for grades 5-8. 


ica, 5-12; Food for Health, 4-7; Health 
and Nutrition, 8-12. 

In each case a two-page worksheet 
for the teacher outlines plans for 
conducting the lesson and suggests 
outside activities, such as research, 
supplementary reading, and field 
trips to museums or wholesale estab- 
lishments. 


>For this general education there is 
a large full color Banana Land wall 
chart, which can be used alone or in 
conjunction with the lesson sheets. 
It also can be used separately for 
teaching map reading, and for studies 
in trade and transportation. 

The kit for the foods and nutrition 
division of home economics and for 
the use of home economists in busi- 
ness includes a colored wall chart 
showing the approximate composition 
of a fully ripe banana, a booklet on 
the every-day use and food value of 
the fruit, a 67-page book reviewing 
scientific literature on dietary uses 
of the banana in health and disease, 
and a number of recipe booklets and 
leaflets. 

Both the film and the film strip can 
be used with any class. For this rea- 
son and because of its widespread 
popularity there are some 300 films 
and 100 film strips in constant use 
during each school year. 

In addition, school systems of 35 of 
the larger cities of the country have 
purchased their own copies of these 
films for their film libraries. Both the 
film and the film strip are loaned to 
school systems on the basis of three 
days to a school. The school system 
pays only the postage, which aver- 
ages 10 cents each way. 





> A comprehensive teachers’ manual 
explains the purpose of the film and 
outlines its contents and its applica- 
tions to various courses of study. A 
particularly valuable part of the 
manual is a double spread showing 
how it was used in an actual class- 
room in the Columbus Avenue school 
of Freeport, N. Y. 

Distribution of our educational 
material is carefully controlled, and 
an actual record, compiled from each 
individual teacher’s report, is kept. 

The map and a catalog of the school 
material is offered in publications 
such as The Instructor, Grade Teach- 
er, and American Childhood. After 
studying the catalog, the teacher or- 
ders what she needs from order 
blanks in the back. Each time she 
needs material for her class she sends 
in a new order. She is required to 
list the grade level, the number of 
pupils, and the subjects taught. UFC 
double checks this information to 
prevent waste of material. 

In a like manner the home eco- 
nomics teachers’ kit is made avail- 
able through advertising in home 
economics publications — Journal of 
Home Economics, What's New in 
Home Economics, Practical Home 
Economics, and Forecast. Again the 
distribution is controlled, and a care- 
ful tabulation is kept of ail the re- 
quests. 


>In view of the great number of in- 
dividuals reached with a strong, first- 
hand message delivered by a leader 
in the community, we consider this 
entire program an exceptionally low 
cost investment. All the school chil- 
dren, as well as adults, are consumers 
of the product. 

Furthermore, all the school chil- 
dren influence family food buying. 
Too, within a few years most of the 
girls will be buying for their own 
homes. Hence it is felt that this type 
of education is very much worth 
while. 

One factor that helps keep down 
the cost of educational material is 
that it is prepared with the idea of 
long use, and is not dated in text or 
illustration. Of course, revisions are 
made from time to time. A complete 
kit can be placed in a school at an 
over-all cost of about $1. 

UFC further identifies itself with 
the public by consumer advertising, 
which includes women’s service 
magazines, network radio and tv, 
market by market advertising in 
newspapers, and spot radio and tv. 
The company also maintains a fairly 
consistent program of informative 
advertising in medical publications. 


> We're alert to public relations op- 
portunities. A case in point is the 
service carried on during World War 





Radio Corporation of America 
Dept. D-283, Building 15-1, Camden, New Jersey 


Please send me the complete story on RCA 400 Senior and 
Junior Sound Film Projectors; RCA Magnetic Recorder-Projectors. 


ae The meeting starts at 2... 


we're set to sell with 


our RCA 16mm Projector ig 


There’s a man headed for a successful meeting ... with an RCA 
Projector right on the selling job. Projectors engineered by RCA 
do the most for your product story every time. Clear persuasive 
pictures roll with sound that has all the life of the original. 

And despite its professional performance, the RCA Projector is 
simplified enough for an amateur to operate. From fast set-up 
through exclusive Quick-Easy threading to flipping the switch... 
the show's on the screen in minutes. 


RCA Projectors go right on performing quietly with dependable 
RCA quality year after year. You can choose from these lightweight 
portables: single-case Junior, the dual-case Senior or the 

Magnetic Recorder-Projector . . . all backed by nation-wide service 
facilities. RCA Audio-Visual Dealers have the expert knowledge to 
aid your selection of the right projector. To locate your Dealer 
quickly, look in the Classified Directory under ‘Motion Picture 
Projectors,” or we'll supply his name and a helpful brochure 

when we receive the coupon above. Get in touch . . . today! 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


CAMDEN, N. J. 
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II—when bananas were about as 
plentiful as the proverbial hen’s 
teeth. The company developed a plan 
whereby physicians with infant and 
child patients who needed bananas in 
their diet could get in touch with one 
of its 50 regional sales offices to learn 
the name of the nearest wholesaler. 
Through him they could get the name 
of a retailer who would stock ba- 
nanas for the small patient. 

Currently UFC is carrying on a 
direct public relations activity inde- 
pendent of classroom and teacher .. . 
the distribution of a teen-age book- 
let, “How to Be Tops in Your Teens.” 

This is a sprightly 24-page booklet 
by a recent Smith College graduate 
which deals with teen-age problems 

how to be popular, questions of eti- 
quette, good grooming, diet, and ex- 
ercise .. . also a page of information 
about the banana and a free recipe 
booklet, plus the firm name and ad- 
dress. 

It is advertised in youth publica- 
tions such as all four editions of 
Scholastic, Boys’ Life, and American 
Girl, where it is offered free on a 
basis of individual requests. 


> Teachers may send for this booklet 
for group distribution. It is also avail- 
able to clubs and organizations with 
a limit of not more than 50 copies per 
organization. A housing development 
builder in New Jersey was so im- 
pressed with the service he could 
give the older children of his home 
buyers and tenants with this book 
that he requested 5,000 copies. When 
advised of the restriction on its dis- 
tribution, he then began ordering it 
for youth groups. To date he has re- 
ceived some 400 copies. 

The relationship between UFC and 
the public is remarkably warm and 
close as a result of its educational 
program, not only with teachers but 
with their pupils as well. The mail is 
voluminous, and a surprising amount 
of it is thank-you letters from classes 
who have viewed the film or film 
strip. Younger pupils particularly 
like to thank the company for lend- 
ing them the film, and often they tell 
about going home and reciting the 
story of the banana to their families. 

One small boy took pains recently 
to say that he liked the banana recipe 
leaflet. He himself had made banana 
cookies—with great success, insofar 
as his own enjoyment of the end re- 
sult was concerned. 


> Many teachers of English composi- 
tion turn to UFC as the recipient of 
business letters their classes are 
learning to write. This happens so 
frequently that the Educational De- 
partment has learned to take a large 
packet of letters in its stride. Each 
batch of such letters is answered with 
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attention to what the class has said, 
on the company’s best stationery, and 
signed by me. 

Does education pay? At the end of 
its 27th year with its school program, 
UFC gives an unqualified yes. The 
dollars and cents answer is to be 
found in the consumption of bananas, 
which has maintained its per capita 
rate with the increasing population, 
thus adding up to a steady increase 
in over-all volume. 44 


Tru-Vue Offers Service 
Of 3-D Color Pictures 


A new service to provide commer- 
cial users with 3-D color pictures 
has been inaugurated by Tru-Vue 
Co., Beaverton, Ore. 

The service is designed to provide 
30-day delivery of 3-D pictures from 
the time the original art is received 
at Tru-Vue laboratories. 

For use by companies which man- 
ufacture products too large to be car- 
ried as samples, or to show products 
in use, new sales promotion cam- 
paigns, etc., the service provides 3-D 
pictures to be viewed through either 
of two Tru-Vue viewers—the Budget 
Viewer or the DeLuxe Lighted 
Viewer. 

Additional details are available 
from the company. 


For your copy circle No. 302 on the 
Readers’ Service Card inside back cover 


Directory Lists Dealers 
In Audio-Visual Field 


A new directory published by the 
National Audio-Visual Assn., Evans- 
ton, IIl., lists information on the spe- 
cific services offered by more than 
400 audio-visual dealers. 

Called the “NAVA Membership 
List and Trade Directory,” the 24- 
page directory lists Nava dealers by 
geographical location. Each dealer 
listing is clearly coded to show where 
a user can find each of 15 types of 
audio-visual equipment for rental 
and which dealers offer projection 
service, projection room facilities, 
and equipment repairs. 

In addition, the directory lists 
dealers who offer sponsored educa- 
tional, informational, entertainment 
and religious films, the size of each 
dealer’s film library, and where 
audio-visual equipment accessories, 
films, and filmstrips can be purchased. 

Single copies of the directory are 
available free to audio-visual users 
from NAVA, Evanston, IIl. 


For your copy circle No. 303 on the 
Readers’ Service Card inside back cover. 


CBS Promotes Sets 
With Novel Sales Disc 


CBS-Columbia, the set-making 
arm of Columbia Broadcasting Sys- 
tem, is using some of the network’s 
stellar talent to help sell its tele- 
vision and radio receivers. The com- 
pany has equipped all distributor 
salesmen with an unbreakable 7” 
disc containing sample broadcast 
commercials by Arthur Godfrey, 
Amos ’n’ Andy, Bing Crosby, Tennes- 
see Ernie, Edgar Bergen and Charlie 
McCarthy for use in making their 
dealer rounds. 

On arrival at the dealer’s, the sales- 
man whips out the record, puts it on 
a player and lets the entertainers go 
into their own commercials, as a 
warmup for his own sales pitch. 

CBS finds these records have an 
additional use. They serve as a prod- 
uct training session every time 
they’re played, and the company re- 
ports excellent results thus far. 44 


Still Projector Displays 
Color Shots at Low Cost 


A “strip-slide” projector which 
projects single frames of 8mm or 
16mm film in strip form has been an- 
nounced by Adslide Projector Co., 
Chicago. By simply pressing a button 
the operator can project color trans- 
parencies on a screen or wall. The 
machine works automatically and 
continuously, and also has a remote 
control feature. 

Useful for automatic displays at 
convention exhibits, in windows or 
on counters, the Strip-Slide Projec- 
tor is practical, too, for still projec- 
tion at home. Operating cost is low, 
according to Adslide. 

Additional information is available 
on the Strip-Slide and other still 
projectors. 


For your copy circle No. 304 on the 
Readers’ Service Card inside back cover. 


Built-in Tape Recorders 
Now Possible For Cars 


Automobiles with built-in tape re- 
corders as part of the car radio as- 
sembly are now possible through the 
introduction of a new mechanism for 
use with a continuous tape cartridge 
developed by Cousino Inc., To- 
ledo, O. 

To be used for both recording 
and/or play back while driving or 
parked, the cartridge has eliminated 
much of the mechanism necessary in 
conventional tape recorders, includ- 








MAKES A 
“SHOWCASE” 


for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 


Clareport* has a durable, trans- 

parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 

stock in 8 smart colors. Holds standard 

11”°x814” sheets (special sizes to order). 
Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE — DEPT. A-4 


BELFORD Company, Inc. 


317 W. 47th Street 
New York 36, N. Y..¢ Plaza 7-5950 


F LP YOUR OWN NAME FO 


ieee 


our specialty for 30 years! 


e 100 to 1,000,000 or more 


e@ Services include imprinting 
of dealer’s name on various 
Advertising Literature 


e Will store entire job and 
imprint as needed, regard- 
less of quantity 


tw Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s ae 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from. - 


RECORDED PUBLICATIONS LABS. 
1544-1556 Pierce Ave., Camden 5, N.J 
WOodlawn 3-3000 W Alnut2-4649 
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ing the play and feed spindle, etc. 
In this way, according to Cousino, 
playing a tape on the new-type au- 
tomobile tape recorder-radio combi- 
nation is as simple and easy as light- 
ing a cigarette while driving. Stored 
beneath the dashboard unit, any pre- 
recorded tape cartridge is inserted in 
the playback mechanism by pushing 
one end into the large playing slot. 
At the end of the recording the 
tape automatically stops playing and 
the cartridge ejects itself by means 
of an electronic signal which trips 
the “stop” mechanism. Field tests 
have shown that a driver can handle 
the whole process—including the se- 
lection—without taking his eyes off 
the road, according to the company. 
Cousino cartridges can also be 
used for dictation, recording memos 
and ideas and listening to office mes- 
sages and reports. 44 


Audio-Visual Firms Form 
National Association 


More than 45 audio-visual firms 
from New York to San Francisco 
have joined together to form National 
Rental and Projection Service. 
Stressing the value of on-the-spot 
coverage, member offices announce 
they can provide a complete range 
of equipment quickly for every local 
situation. 

Movie and slide film projectors, 
screens, microphones, tape recorders 
and other meeting helps are avail- 
able for rental. 

Additional details are available. 


For your copy circle No. 305 on the 
Readers’ Service Card inside back cover. 


Wide Screen Showings 
Promote Glass Product 
Libby-Owens-Ford Glass Co., To- 


ledo, uses the wide screen method 
to promote its product to home- 
makers across the nation. 

The wide screen production, called 
“Decorama,” runs 90 minutes and is 
designed to teach the average home- 
maker the basic principles of dec- 
oration. 

Decorama is presented in color 
on an 8x20’ panoramic screen and 
covers fundamentals such as room 
traffic patterns, color harmony, fur- 
niture groupings, lighting, floor and 
wall treatments and the use of mir- 
rors. 

The show is presented in store 
auditoriums, and “students” receive 
from Libby-Owens-Ford a _ text- 
booklet summarizing the points cov- 
ered. 44 


SEE how ADmatic 
Can tell your story 
with color slides 


® In Trade 
Shows 


® Store Windows 


® Sales Meetings 


Put FULL COLOR and 

ACTION into your sales 

messages — attract 

more prospects — with 

this automatic slide 

projector — runs 

continuously — day 

and night. A new 

message is shown : 

every 6 seconds on Y RENT 
large screen. It holds OR BUY 

30 easily changed ADmatic 

slides. Available with for your 

synchronized sound next trade 

Use the ADmatic as a show. 
‘ Send for 

visual salesman wher- Satins 

ever people gather, or “A 

for training programs 


THE HARWALD COMPANY, INC. 
1216 Chicago Ave. * Evanston, Ill 
DAvis 8-7070 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


* Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

* Simple to operate—Type or Write on Cards, 
Snap in Grooves 

*® Ideal for Production, Traffic, Inventory, Sched- 
uling, Sales, Etc. 

*® Made of Metal Compact and Attractive. Over 
60,000 in Use 


Full price $49.50 with cards 


FREE 24-PAGE BOOKLET NO. R-200 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street * New York 36, N. Y. 
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The third in AR’‘s series on types 
of bindings, this article covers 
plastic, spiral, closed rings and 
similar types. Because of versa- 
tility, low unit cost and ease of 
application, mechanical bind- 
ings are becoming increasingly 


popular. 


LOOSE-LEAF PLASTIC BINDING 


viechanical Binding 


Each year the amount and the 
variety of use for mechanical binding 
grows. The customary applications 
of the mechanical binding devices 
are infinitely varied, and sales pro- 
motion executives who match their 
prolific imaginations with the re- 
sourcefulness of the binderies are 
constantly coming up with stimulat- 
ing variations. 

Typical uses include every facet 
of advertising and merchandising... 
book form, catalogs, presentations, 
mat books, laboratory manuals, cal- 
endars, instruction books, premiums, 
sample books, etc. For all of these 
uses, depending on the special indi- 
vidual circumstances, one or two of 
the bindings is best. Guidance to the 
final selection is best offered by your 
binder. Some of the important facts 
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Information and pictures for this article were sup- 
plied by Lou Kaye of Sloves Mechanical Binding 
Co., New York. Mr. Kaye is a director of the 
National Visual Presentation Assn. 
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are here and the photos show 
some current uses. 


> Mechanical binding is a term which 
is applied to a number of mecha- 
nisms or devices used for binding 
pamphlets and books. “Spiral” and 
“plastic” are probably the first names 
which come to mind .. . and there 
are many others. Metal bands, wire 
filaments and a variety of plastics 
are available in a number of styles- 
one or more provide the perfect solu- 
tion to every binding problem. 

The basic appeal of mechanical 
binding derives from the nature of 
the rings, from the fact that the 
books open easily and pages lie per- 
fectly flat. 

A number of “angles” may influ- 
ence an adman to use a mechanical 
binding. As a matter of design and 
good taste, the mechanical binding 
has something. In the hands of a 
sensitive graphic designer, the color 
of enameled metal, or the brilliance 
of plastic, or the lightness of a wire 


ring can be used to create many va- 
rieties and shadings of effect. 


>The top feature is the flat opening 
—the ease with which pages turn on 
the rings, and the perfect horizontal 
formed by the pages of the opened 
book. No curved lines or sharp gut- 
ter offend the eye as they do in books 
bound in some of the older processes. 
Only by using ring binding of indi- 
vidual sheets may one alternate va- 
rieties of paper stocks, and mix 
printing processes, all within a single 
volume. 

There are extra values accruing 
to the user of mechanical binding. 
Even if the device were chosen sole- 
ly for reasons of expediency—rather 
than aesthetics or function—the de- 
vice in itself has apparent intrinsic 
value. This is unconsciously noted 
and reaffirms the idea that the adver- 
tiser thinks enough of the recipient 
of the book and the ideas expressed 
therein to give it the “full treat- 
ment” in every aspect of production. 


>» Mechanical bindings permit a fab- 
ulous range of cover treatments. The 
simplest, and most familiar, are 
printed cover paper. For many appli- 
cations, sturdier covers are used, 
including the latex impregnated fi- 
bres, plastic sheets, and the board 
covers usually associated with book 
publishing and loose-leaf. The heav- 
ier covers are often on “fully-con- 
cealed” books, in which the closed 
cover gives no hint of the binding 
method used. 

The fact that mechanical binding 
utilizes individual sheets frees the 
designer to use many inventive ar- 
rangements for inside pages. Size, 
color and quality of the pages are 
subject to free variation. Pockets, 
diecuts, and mounts may be intro- 
duced freely. The only limitations 
are budgetary, and the bindery sales 
representative is usually well 
equipped to guide the wary. Con- 
ventionally folded signatures, by the 
way, are as much part of the me- 
chanical binding picture as collated 
pages. 


TYPICAL SPIRAL & PLASTIC BINDINGS 


WVVUT Te 


AS ON PAPER-S5 


Bea: 


Mechanical Binding Devices 


(Of all the different names and de- 
vices, there are only a few basic types. 
Some of the trade names which are 
most familiar are listed here—not every 
standard name nor every device is 
listed. These are the categories with 


the widest applications to advertising. ) 


@ Spiral . . . The corkscrew or spring 
coil form accurately called ‘Spiral’ 
binding, perhaps the oldest, is most 
familiar. Nickel plated wire is standard. 
Brass, stainless steel and spirally coiled 


plastic filaments are minor variations. 


@ Comb Plastic . . . Most of the bindings 
known as ‘plastic’ consist of a piece of 
rigid plastic that has been diecut in the 
shape of a comb or rake, then rolled 
up on itself so that the teeth tuck under 
the backbone. There are minor design 
variations from one device to another. 
Of the plastic devices available for 
office use, most require separate punch- 
ing and inserting machines. 


CERCLA & SPIRAL WIRE 


e@ Closed Rings . . . Wire-O and Cercla 
binding are examples of ‘‘closed-ring”’ 
bindings. Wire-O has parallel wire 
loops connected continuously. Cercla 
binding features enameled metal rings 
connected by a backbone. Both these 
devices are crimped in the bindery to 


close them securely, forming a complete 
ring. 


@ Loose-leatf The latest develop- 
ment in the field of binding combines 
the advantages of both loose-leaf and 
mechanical binding. It is a new plastic 
binding, with a colorful backbone, 
which can slide off the rings. Because 
the rings are separate from the back 
bone when opened, no special insert 
ing mechanism is required. New pages 
can be added quickly and easily 

Nearly every mechanical binding can 
be made to have a partial loose-leaf 
function by slot-punching the sheets of 
the book. A few miscellaneous mecha 
nisms can be pried apart. 


WIRE-O BINDING 


CONCEALED BINDING WITH ELABORATE COVERS 
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Oecertels "92 Cheer Up Song ! 


talk-ing to my 


neigh-bor who was work-ing in his 


said,“How come you're so cheer-ful when you work so aw- f'ly 





said,“Come in the 


house with me I'll 


show you what 





He pouredme out a cheer-ful glass of Oer-tel's Nine-ty Two. 


CHORUS 
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It's full of cheer, a 


cheer- ful beer, 





cheer- up beer for 








Oer-tel’s Nine-ty Two The 











COPYRIGHT 1954, OERTEL BREWING CO., INC., LOUISVILLE, KY. 


Sheet Music . 


. . To get added mileage from its singing commercials, Oertels printed 


thousands of 414x614’ sheet music miniatures of its ‘Cheer Up Song.” In addition to 
the music, the four-page folder contained 11 different verses for the song 


Let ’em Sing... 


Brewer Distributes Song Sheets, Records, 
Displays to Tie-In with TV Commercials 


A major problem in any advertis- 
ing campaign is that of integrating 
all phases of the ad program so any 
one medium increases the pay-off in 
all other media carrying the cam- 
paign. 

Oertel Brewing Co., Louisville, has 
achieved this objective and resultant 
sales success for its Oertels 92 Beer, 
through basing all its advertising on 
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a series of tv commercials. The com- 
mercials, produced by Song-Ads, 
Hollywood, are of the cartoon, verse- 
chorus type. 

In planning, the objective has been 
to concentrate on one selling point 
in all media, over a determined pe- 
riod. Media used include tv, radio, 
newspapers, farm and trade publica- 
tions, and point-of-sale. 


>The campaign originally covered 
five sales situations for Oertels ’92 
Beer. Each situation was first worked 
out in the form of an animated, 
chorus-verse form. The same art and 
copy were then adapted to newspa- 
per and publication ads, and point- 
of-sale material. 

The general titles for the basic 
situations were: 1. “Working In The 
Yard.” 2. “Flops Down In Chair.” 3. 
“Polish Up The House.” 4. “Lick The 
Guy Next Door.” 5. “You Work 
Hard All Week Long.” Each of these 
themes was made in three lengths: 
60-second, 30-second, and 10-second. 
The basic sound tracks for the 60- 
second tv commercials were also 
used for one-minute radio spots. 

In addition to these basic commer- 
cials, others were made for special 
use. These included, for tv, “In A 
Cheerful Tavern,” and “Hurried 
Home From Work”; for radio, “On 
A Cold Winter Evening,’ “In The 
Hottest Summer Weather,” “In The 
Springtime One Man’s Fancy.” 

All these commercials used the 
same institutional chorus, with dif- 
ferent verses keyed to the themes 
indicated. 


>The concentration of one basic 
sales idea at a time has had two 
outstanding results: 1. Sales results 
and general reaction to the effect of 
all media hammering at the same 
point, have proved deep public pene- 
tration was achieved. 2. Since each 
ad or commercial is built around one 
idea—with no element of timeliness— 
it can be used whenever desired. 

For example, the integrated series 
began in the fall of 1954, and was still 
running at the end of 1955. 

A typical tv commercial, from 
which all other ads are adapted, runs 
like this (with animation): “Work- 
ing In The Yard” — Verse, “I was 
talking to my neighbor who was 
working in his yard. I said, ‘How 
come you're so cheerful when you 
work so awfully hard?’ He said, 
‘Come in the house with me, [ll 
show you what I do!’ He poured me 
out a cheerful beer, Oertels Ninety- 
Two.” Chorus, “It’s full of cheer, a 
cheerful beer, Oertels Ninety Two 
... The cheer-up beer for me, the 
cheer-up beer for you, it’s light and 
bright and tastes just right . . . Has 
the old time good-ness too. . . You'll 
have more fun when you cheer up 
with Oertels Nine-ty Two.” 


>The simplicity of the basic idea, 
its organization and repetition, also 
made it easier to sell the campaign 
to retailers and distributors. Accord- 
ing to Ken D. Thompson, of M. R. 
Kopmeyer Co., Louisville, agency 
for Oertels, “Our distributors were 





BLACK BOX] cooks up new 


sales for TOASTMASTER 
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ey ad 


For its 30th anniversary jobber catalog, 
Toastmaster sought the unusual. After careful 
consideration they selected Collotype—Black Box Collotype. While 
Collotype is normally associated with full-color work of large size, it was 
It will pay you to consider Collotype ideally suited to the production of this 1-color, 16 page brochure .. . 
for short runs in large size of: planned so it filled a 40” x 60” sheet. 
© Posters and Displays The true tonal qualities of the merchandise and the soft gradations of the 
background were beautifully shown. In fact, the results have proved that 
no other printing method could have achieved the same life-like appeal— 
another example of the assistance that awaits you at Black Box. 
With complete photographic and counselling facilities available, Black 
IIlustrated Catalogs, etc. Box can most always come up with the economical answer to short run 
Write or phone today! printing jobs that are adaptable to large size sheets. 


Ad Blow-ups in color 
Visual Aid Presentations 
Translites (transparencies) 


For SCREENLESS 
PRINTING at its Best Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 
sx  Photo-Gelatin Printers +% 
... Choose BLACK BOX ofo-VLela ers 


4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati DEs Moines KAlamazoo Minneapolis St. Louis 
Plaza 1-4218 3-122] 5-6165 ROckwell 9-7789 Olive 2-0202 


. . . for more details circle 367, page 121 April 1956 ¢ ar * 87 





able to fully project our plans down 
to the very last retail outlet.” 

The “singability” of the Song-Ads 
jingles made possible two additional 
avenues of promotion. One was the 
printing and distribution of the mu- 
sical score of the “Cheer Up Song,” 
and all its 11 verses. 

The second promotion was suc- 
cessful beyond expectations. This 
was the distribution of both 45 rpm 
and 78 rpm recordings made _ by 
Song-Ads of the song and five verses. 
These were placed by distributors 
with deejays, in juke boxes, and in 
markets with public address systems. 


> Originally, 600 records were or- 
dered in 78 rpm. A second order was 
then placed for 600 more of the 78- 
rpm, and 600 of the 45 rpm. Since 
distributors had to order the records, 
and pay $1 each for them, it is ap- 
parent there was wide distribution 
of these records. 

As one means of insuring the rec- 
ords got a play in juke boxes, dis- 
tributors were advised to suggest to 
their salesmen that they spend a 
quarter for six plays whenever they 
visit an outlet with the “Cheer Up” 
song in the juke box. 

The success of this campaign has 
been such that it has been expanded 
to the point that at the end of No- 
vember, 1955, it was running in 80 
newspapers in Alabama, Indiana, 
Kentucky, Mississippi, and Tennes- 
see; on 48 radio stations in the same 
states; on eight tv stations in Ken- 
tucky, Indiana. and Tennessee. 44 


Letterpress Study Calls 


Research Key to Future 


Letterpress 
makers can take five steps to insure 
their continued success in the print- 
ing industry, according to I. D. Rob- 


printers and plate- 


bins, New York consultant. His 
24-page report, “The Present and Fu- 
ture of the Printing Processes,” was 
prepared after a market study for 
the International Assn. of Electro- 
typers and Stereotypers Inc. 

Robbins urges the letterpress in- 
dustry to: 


e Cooperate with photoengravers 
and electrotypers to make the plate- 
making branches an integral part of 
the letterpress operation. 


e Educate customers on how to pre- 
pare material for letterpress pro- 
duction. 


e Adopt better makeready proced- 
ures, such as precision plates and 
press beds. 


e Take greater advantage of lower 
letterpress paper costs. The printer 
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should advise his customers how, 
through the use of “super,” English 
and machine-coated papers, they can 
get the crispness and snap of letter- 
press at savings as compared with 
other processes. 


e Engage in letterpress research. 


Noting the progress of offset, Rob- 
bins states that 93°, of newspaper 
and 85°. of book printing are still 
letterpress. He believes it will also 
be the dominant process of the fu- 
ture. 44 


Bookbinders Issue List 


of Pointers for Printers 


A check list prepared by the Em- 
ploying Bookbinders Club of Chica- 
go gives helpful suggestions for 
printers when ordering binding. The 
folder lists all the information that 
should be supplied to the bindery by 
the estimating, printing, bindery and 
shipping departments within the 
printing plant. Its use, the Club 
hopes, will improve service and per- 
mit the binder to schedule orders 
with the least possible delay. 


For your copy circle No. 320 on the 
Readers’ Service Card inside back cover 


Handy Booklet Helps 
Gauge Printing Costs 


“How much shall we allow for 
printing?” 

To help customers estimate the 
costs of offset and letterpress print- 
ing, Regina Services Corp., Brook- 
lyn, has prepared an easy-to-read 
16-page booklet. Simple price tables 
enable the reader to figure the prices 
of most printing jobs simply by 
knowing the size and quantity de- 
sired. 

The guide, called “Your Printing 
Costs Are As Follows,’ includes 
prices for catalogs, brochures, cir- 
culars, letterheads and envelopes. It 
also gives costs of folding, padding, 
punching and saddle stitching. 


For your copy circle No. 321 on the 
Readers’ Service Card inside back cover. 


76-Inch Press Handles 
Wide Range of Jobs 


To show off its giant 76” litho- 
graphic press, Edward Stern and Co., 
Philadelphia, sent customers a four- 
color Optakrome catalog produced 
for the A. C. Gilbert Co. The huge 
enclosure, a 32-page form measuring 
6414x46”, was only part of a job 
recently run on the press. It was in- 
serted in a letterpress mailer printed 
in “bleed ink” on dull-coated stock, 
giving a two-color effect with one 
impression. 

Optakrome is Stern’s name for its 
exclusive color lithographic process. 
Dense solids and exceptionally fine 
highlights can be obtained by this 
method, the company reports. It rec- 
ommends the new 76” press, largest 
in lithography, for catalogs and text- 
books, but adds that it performs well 
on moderate-size jobs too. 44 


Curtis Takes 5-Color Ads 
In ‘Post’ and ‘Journal’ 


Five-color advertisements can 
now be placed in The Saturday Eve- 
ning Post and Ladies’ Home Journal, 
Curtis Publishing Co. announces. 
The fifth color can help to create 
special effects in backgrounds and 
display headings and to reproduce 
packages, products and trademarks. 
A new metallic ink developed by 
the company’s manufacturing de- 
partment may be used as one of the 
colors for product and package 
identification and to simulate gold 
or silver in anniversary advertise- 
ments. 

When a regular ink is used for the 
fifth color, a normal halftone en- 
graving may be made. The halftone 
or mechanical screen should be 
avoided when one of the new me- 
tallic inks is used. Position of five- 
color units is limited by book make- 
up and must be confined to special 
press signatures. 

Edward C. Van Tress, vice-presi- 
dent and executive director of ad- 
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OTHER MODELS 
AVAILABLE FOR 
EVERY SIZE 
OPERATION 


model 12-D 


Now—with this remarkable new GBC _— bound books. Every page lies perfectly 
system you can quickly, bind in profes- flat, without wasted space, without hid- 
r¥ sional style your own manuals, price lists, den gutters. You can do all this at sur- 
presentations—in fact, anything type- _prisingly low cost—in your own office— 
written, duplicated or printed from 1 _—with no skill or experience required. 
A page to 500 pages. You can bind one # The GBC system is used and approved 
way you want it—the book or as many as you need—when you _— by thousands of large and small organ- 
instant you need it. need them—with any type ofcoverma- _izations alike . . . by leading corpora- 
terial—in your choice of striking color tions, one-man offices, government 
plastic bindings. You can create your agencies, financial and religious institu- 
own modern prestige-building plastic tions, sales and advertising groups. 
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¢ ) eneral Binding Corporation er oe 
* 812 W. Belmont Avenue "oven. 
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Gentlemen: Please rush me without obligation your Free Book, 
“Manual of Modern Plastic and Loose Leaf Binding”. | am 
interested in how plastic binding can be beneficial to my 
business. 


Mail Postage-Paid Air-Mail 
Card Today for Free Book 


Name 


Organization 


MANUAL OF MODERN PLASTIC Address | 
AND LOOSE LEAF BINDING”’ City a Stote_ 


i Offices in all principal cities in the U.S. A., Canada, Mexico and Evropean Countries 


FIND OUT NOW WHAT THIS 


new modern plastic 
binding system 
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Send for 


FREE 


This handsome, elaborate free 
book, “Manual of Modern Plastic 
and Loose Leaf Binding” is waiting 
here for you. You, as well as every 
executive member of your staff, 
should read this idea stimulating 
report on plastic binding. It illus- 
trates the many advantages of a 


poott® 


¥ 


none 
“ site 


GBC Binding System in your office. 
It explains completely the 1001 
applications that will save time and 
money and increase the efficiency 
of your business as well as add pres- 
tige and readership to your presen- 
tation material. Send for your free 
copy today. The supply is limited ! 


GENERAL BINDING CORPORATION 
812 W. Belmont Avenue Chicago 14, Ill. 


BUSINESS 


5¢—Postage will be paid by — 


GENERAL BINDING CORPORATION 
812 W. Belmont Avenue 
Chicago 14, Ill. 


REPLY CARD 
No postage stamp necessary if mailed in the United States 


FIRST CLASS 

Permit No. 36621 

(Sec. 34.9 P.L.&R.,) 
Chicago 14, Ill. 


Vie Air Mail 


CAN DO.FOR YOU! 


NEW GBC, MODEL 12-D 


—FOR MODERN PLASTIC BINDING 


@ It's Prestige Building © It's Economical 


@ It's Versatile 


IT’S LOOSE LEAF 
and INTERCHANGEABLE 


Standard GBC punch pattern 
accommodates Wide-Back or 
Narrow-Back plastic binding as 
well as new GBC metal loose 
leaf binder. 


@ It’s Distinctive 


Use this Postage Paid 
AIR MAIL CARD 
FOR YOUR 
FREE BOOK 





vertising, said the five-color ads are 
available in standard and junior 
multiple-page, full-page and half- 
page units in regular and bleed 
dimensions. 

The rate for a standard page five- 
color advertisement in The Saturday 
Evening Post is $29,215, and in the 
Ladies’ Home Journal, $23,650. 44 


Book Illustrates Range 
Of R.O.P. Color Inks 


To guide admen in selecting news- 
paper r.o.p. color, Sinclair and Car- 
roll Co., Chicago, has published a 
new book illustrating the complete 
range of ANPA-AAAA approved 
colors. Adopted in 1955, these stand- 
ard process colors and toners have 
already shown their adaptability to 
3-color and 4-color printing. 

New ANPA-AAAA colors an- 
nounced by the ink manufacturer 
are rose and cerise. Deep yellow has 
been dropped, and standard yellow 
is now recommended in its place. 

The book gives spectrophotometric 
curve measurements of standard yel- 
low, red and blue, as well as the 
specific gravity of each ink. The 
company recommends that original 
plates of advertising and editorial 
color work be proofed with proofing- 
press counterparts of these inks to 
insure uniform pressroom produc- 
tion. 

A color matching service is avail- 
able to customers. Cross-mixtures of 
hundreds of shades can also be 
quickly furnished, the company says. 


For your copy circle No. 322 on the 
Readers’ Service Card inside back cover 


Binding Machines Make 
Hand Operation Easy 


Offices can now do their own plas- 
tic binding of sales manuals, pres- 
entations, portfolios, sample books 
and other literature with the aid of 
two new portable punching and 
binding machines designed by Plas- 
tic Binding Corporation, Chicago. 
Small runs or rush jobs are easily 
handled by the combination of these 
two machines, which are hand-oper- 
ated, fit any table or desk. 

The Plastico punching machine has 
hollowground dies which can accom- 
modate sheets or covers up to 12” 
long. Books up to 13s” thick can be 
efficiently bound on the binding ma- 
chine by just a push of a lever. 

Finished in gray Hammerloid, the 
heavy gauge steel machines are 
lightweight and precision-made. The 
Plastico punching machine sells for 
$216 and the binding machine is 
priced at $79. Details are available. 


For your copy circle No. 323 on the 
Readers’ Service Card inside back cover 


YOU 
GET 
PERFECT 


SILK SCREEN 
PRINTING 
WITH 


NAZ-DAR 


5500 FAST-DRY 
SILK SCREEN INK 


This outstanding ink is the favorite of silk screen 
printers the world over. Its ability to cover more 
square feet of display area with maximum opacity 
than other brands assures you of top value for your 
display dollar. Dries in seconds under heat .. . 
Brilliant colors ... Won't chip when die-cut . . 
Excellent for cardboard and paper displays! 


Write for two 5500 Color cards showing all 36 


FREE COLOR CARD colors. Keep one in your desk and give the other 


to your silk screen printer. You'll have a perfect 
color reference for all your silk screen display jobs. 


SPECIFY NAZ-DAR INKS 
FOR SILK SCREEN PRINTING PERFECTION 


The NAZ-DAR COMPANY 


461 Milwaukee Avenue, Chicago 10, lilinois 


INKS - VARNISHES +- LACQUERS « SILKS 
SCREEN PLATES + SQUEEGEES - FILMS 


. . « for more details circle 439, page 121 
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On guard 24 

hours a day, to 

protect your 

sales promotion 
. Eureka 


Safety Paper 


Cortro/ 


. Constantly 


watching the 


trend of your 
business . 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 


. for more details circle 391, page 121 | 
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Metal Replaces String 
in New Type Tie-up 


A new tie-up for type that elim- 
inates the need of string has been 
developed by Continental Enter- 
prises, Evanston, Ill. Called Quick- 
Eze, it’s designed to keep type forms 
secure for handling, correction, lock- 
up and storage. 

Four sections of zinc alloy form a 
“frame” in the tie-up. Each contains 
a completely recessed coil spring 
that makes it extendable, self-ad- 
justing and self-tightening. Squeeze 
is thus exerted in all directions. 

The new device can be used with 
Monotype, foundry type or Linotype, 
whether the form is solid type or a 
combination of type and cuts. After 
it’s positioned it will not slip, loosen 
or shift, according to the company. 
Corrections and lockup are made 
without removing the tieup. Its four- 
way squeeze and extendability facili- 
tate justification, straightening ac- 
tion and “spacing out” at lockup. 

Quick-Eze is available in three 
sizes: 19x30 picas, extendable to 
2812x5114; 28x30 picas, extendable 
to 45x5112; 32x4012 picas, extendable 
to 5214x6815. 44 


Haloid Offers Brochure 


On Xerography Process 


A 12-page brochure on Xerography 
—a dry electrical copying system 
that does not require a negative—is 
being offered to admen by The Haloid 
Co., Rochester, N. Y. 

Heavily illustrated, the brochure 
describes the versatility of the proc- 
ess in preparing masters for offset, 
diazo, spirit and other fluid-type du- 
plicating. 
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“Haven't you got something in Bodoni 
or Baskerville? I already know how to 
read in Century.” 





HOW XEROGRAPHY WORKS 
e 


[cocccccce tees 


A diagram (see above) illustrates 
the following steps in the process: 
e A specially coated plate is elec- 
trically charged as it passes under 
wires. 
e Copy is projected onto plate 
through camera lens. 
e Negatively charged powder ad- 
heres to positively charged image to 
fill in white spaces. 
e Paper, placed over plate, receives 
positive charge and attracts negative 
powder to form direct positive image. 
e A permanent print is formed by 
heating for a few seconds to fuse 
powder. 

The complete line of XeroX copy- 
ing equipment for specific applica- 
tions of all kinds of paperwork du- 


plicating is also included in the 
Haloid brochure. 
For your copy circle No. 324 on the 


Readers’ Service Card inside back cover 


Catalog Describes Line 
Of Duplicating Supplies 


Information on a complete line of 
“Sure-Rite” Duplicating Supplies is 
contained in a new catalog issued by 
the American Stencil Mfg. Co., Den- 
ver, Colorado. 

The fully illustrated catalog de- 
scribes Sure-Rite plain stencils, pat- 
ented Red Dot seal tab stencils, du- 
plicating ink, carbon paper, spirit 
carbon paper, typewriter and adding 
machine ribbons, stencil drawing 
equipment, lettering guides and oth- 
er supplies. 


For your copy circle No. 325 on the 
Readers’ Service Card inside back cover. 








VOICE: 
Pell Mell famous 
cigarets presents— 


Ralph Cummings! 


MUSIC: 
I'll tell you a story 
you'll never forget... 


A story about you 
and your cigaret. 


How Pall Mall took its three-year- 
old singing commercial, gave it 
new rhythms and added new lyrics, 
and built the commercial into a 
variety of catchy tunes for radio 
and tv. 


By Ted Sanchagrin 
AR Eastern Editor 


According to many experts, the 
true test of success for a singing 
commercial is whether or not you 
can get the listening public to sub- 
consciously start humming the re- 
frain. By this test, there is no ques- 
tion but that one of today’s most 
successful radio and tv commercials 
is the frequently heard “Pell Mell 
... Pell Mell .. . Smoke longer and 
finer and milder Pell Mell.” 

Oddly enough, however, you might 
easily find ten different people each 
humming a different version. 

The American Tobacco Co. has 
taken its three-year-old singing 
commercial for Pall Mall cigarets 
and parlayed it into ten different 
versions for radio and _ television. 
The result is that listeners, long ac- 
customed to the straightforward 
singing commercial, are now hearing 
the same message in rhythms ranging 
from a lilting tango to a militant 
march. 


Enjoy smoother 
smoking— 


Choose wisely, choose 
well. Smoke longer and 
finer and milder PELL 
MELL! 


PELL MELL! 
PELL MELL! 


Smoke longer, and 
finer and milder 
PELL MELL! 


Pell Mell’s greater 
length of traditionally 
fine, mellow tobaccos 
travels the smoke fur- 
ther, filters the smoke 
and makes it mild! 


Get PELL MELL famous 
cigarets 


In the distinguished 
red package. 


Outstanding! 
And—they are MILD! 


with one tune 


The new impact, as audio and 
video audiences well know, com- 
bines the original strong identifica- 
tion with a variety that adds effective 
punch. The original, straightfor- 
ward singing commercial in a style 
most frequently associated with 
Burl Ives, was created three years 
ago by Sullivan, Stauffer, Colwell & 
Rayles, New York, Pall Mall’s 


agency. 


>At that time, while casting about 
for a singing commercial, both Pall 
Mall and its agency decided on a folk 
song and a folk singer. The folk song 
was discovered by Richard Uhl of 
the agency’s radio-tv production de- 
partment in a WPA collection of 
folk music in the New York Public 
Library. The tune was a favorite 
California immigrant song of the 
1850’s, “Sweet Betsy from Pike.” 

Parenthetically, it is good busi- 
ness to use songs from the public 
domain, according to James Hayes, 
agency radio-tv production super- 
visor. Otherwise, says Mr. Hayes, 
you get tied up with royalties and 
possibly in litigation. 

It took three or four auditions be- 
fore a folk singer was found. The 
choice finally was made of Ralph 
Waldo Cummings of Cummings Pro- 
ductions, New York, a singer-guitar- 
ist-arranger who had been doing 
other commercials for the agency. 


>The original lyrics and the copy 
sell were done by Tiffany Thayer, 
agency copywriter. The result, of 
course, was the now famous Pall 
Mall commercial in a 20-spot daily 
saturation campaign. 

Originally a simple waltz rhythm, 
the Pall Mall commercial was given 
nine new versions, recorded last fall 
—tango, rock ’n’ roll, Hawaiian, ca- 
lypso, orchestrated waltz, schot- 
tische, duet, swing quintet and 
march. 

The commercials, all on a 16” 
3313 rpm disc by Gotham Recording 
Corp., are lip-synchronized into 
the tv commercials. Following is a 
brief description of the radio and tv 
commercials: 


e The original waltz .. . Instrumen- 
tation consists of Mr. Cummings and 
his guitar, with some bass viol in 
the two chorus refrains. The short 
copy sell at the end of this and other 
commercials is by announcers Ernest 
Chappell and Cy Harrice. It is used 
as the foundation sequence on both 
radio and tv use. 

On radio, the original song follows 
each three of the newer versions. On 
tv, five original waltz commercials, 
now off-screen, served as experi- 
mental forerunners for four current 
commercials. Peter Elgar Produc- 
tions produced masquerade versions 
of the original waltz in black-and- 
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Pall Mall Lyrics . . 


. These two examples show how the basic Pall Mall commercials 
has been revised to give variety while still maintaining a similarity which takes full 
advantage of repetitive impact. The original lyric (right) is repeated every third time 
around in the commercial series. A typical variant—in this case a march—is shown 
below. The basic tune remains the same, with only the rhythm changed. Every attempt 
is made to match the lyrics in the variants with those of the original. 


We march as we sing 

Of a fine cigaret! 

It’s smooth and it’s mild— 
It’s the best you can get. 
Enjoy smoother smoking 
Choose wisely—choose well! 
For freshly-lit flavor 

Just ask for PELL MELL! 


PELL MELL! PELL MELL! 


Smoke longer and finer and milder 
PELL MELL! 
Reward yourself—with the pleasure 


white and color, and West Coast 
Sound Studios turned out a barn 
commercial. 

Only two years ago, a nightclub 
and ship dance commercial, utilizing 
the original version, was turned out 
by Personnet and Wheeler. 


e The tango... The “Sweet Betsy” 
tango (the agency refers to all the 
commercials thus for easy identifi- 
cation) has a solo by Mr. Cummings, 
backed up with a six-voice chorus 
of three male and three female 
voices, six strings, harp and four 
rhythm instruments. No matter what 
the tempo is on any of the Pall Mall 
commercials, a return is always 
made to the original waltz refrain, 


“Pell Mell! Pell Mell! .. .” 


Three-Quarter Time Orchestrated 
waltz version of Pall Mall tune, illustrated 
in these tv frames, strikes a note of ele- 
gance. This is one of nine current adapta- 
tions of original melody. 
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of smooth smoking. Get PELL MELL 
famous cigarets—Outstanding— 
And—they are mild! 


e The rock ’n’ roll . . . This opens 
with three singers, followed by the 
vocalist with a group vocal, sup- 
ported by guitar, piano, bass, drums 
and saxophone. Colloquial lyrics are 
used for the waltz refrain, with “Pell 
Mell” shouted before and after the 
music break. 


e Hawaiian... Here a ukelele, two 
guitars and a bass back up vocalist 
Cummings and three voices. The 
tempo is slow and lyrics and copy 
are short. The different tempos are 
designed to provide a mixture of 
entertainment and selling, as in the 
seductive mid-Pacific introduction. 


e Calypso ... Unlike other versions, 
this one is strictly musical, with no 
Pall Mall sell at the end. Instru- 
mentation is, as with the other com- 
mercials, appropriate to the rhythm. 


e Orchestrated waltz ...A more 
elaborate version of the original, the 
orchestrated waltz has two solos, two 
refrains and two lines of closing sell. 
Currently one of the tv commercials, 


I'll tell you a story you'll never for- 
get, 

A story about you and your cigaret. 

Enjoy smoother smoking, choose 
wisely, choose well— 

Smoke longer and finer and milder 
PELL MELL! 


PELL MELL! PELL MELL! 


Smoke longer and finer and milder 
PELL MELL! 


No finer tobacco has ever been 
grown, 

So get yourself PELL MELL and make 
it your own. 

Reward yourself with this quality 
high— 


The finest quality money can buy! 


PELL MELL! PELL MELL! 
Smoke longer and finer and milder 
PELL MELL! 


Reward yourself—with the pleasure 
of smooth smoking. 

Get PELL MELL famous cigarets .. . 
Outstanding! 


And—they are mild! 


the version includes two girls who 
dance in the background about a 
Pall Mall package mockup. The 
mockup is a giant Pall Mall package, 
of gray paper wrapped around balsa 
wood. Gray paper is used because 
the red wrapper produced halation, 
with a consequent photographic 
problem. 

The regular cigaret pack used in 
this and other tv commercials has 
the usual stacked cigarets, but only 
one or two are real cigarets—the rest 
are balsa. This makes it easy for the 
actors to pull out a real cigaret, with 
no fumbling and possible ruined 
screen production. 


e The schottische . . . Done in the 
musical style of the late Hal Kemp 
and his orchestra, the schottische 
commercial is currently being seen 
in two versions (one by Screen 
Gems; the other by Robert Lawrence 
Productions). The first opens back- 
stage with a director-dancer saying, 
“OK, let’s try it again,” while a 
group of four goes into a precise 





soft shoe routine to introduce the 
commercial. The second is a lunch- 
eonette scene with two girls, one 
putting a coin in the jukebox, then 
both going into a stylized dance to 
the Pall Mall music. 


e The duet, swing quartet and march 
... These are fairly “straight” pres- 
entations, with the music appropriate 
in each case, and each followed with 
the Pall Mall sell. 


Companion, straight-sell sport sit- 
uations have been designed to go 
along with some of the commercials. 
Thus far there are four—bowling, 
skeet shooting and golf, by Owen 
Murphy Productions, and water-ski- 
ing, by Screen Gems. 

The tv commercials are shown on 
a rotating basis on “Big Story,” 
“Douglas Edwards and the News” 
(CBS-TV), “Million Dollar Movie” 
(WOR-TV) and “Make Room for 
Daddy, Starring Danny Thomas” and 
“MGM Parade” (both ABC-TV). 

44 


Closed Circuit TV Takes 


Employes to Convention 


Closed circuit tv chalked up an- 
other “first” Feb. 24 when Batten, 
Barton, Durstine and Osborn held 
its 28th annual convention in ten 
cities across the United States via 
Sheraton tv. More than 1,900 em- 
ployes of the ad agency witnessed 
highlights of the convention on thea- 
ter-size screens set up in hotel ball- 
rooms in each of the ten cities. The 
telecast originated in New York at 
4 p.m. (EST). 

BBD&O president Ben Duffy ex- 
plained, “We’re using the Sheraton 
closed circuit system as an additional 
means of keeping everyone in the 
agency informed of the newest and 
best things we’re doing for clients.” 

The network linked Sheraton ho- 
tels in Los Angeles, San Francisco, 
Minneapolis, Chicago, Detroit, Cleve- 
land, Pittsburgh, Buffalo, Boston 
and New York. The hour-long pro- 
gram presented a discussion of agen- 
cy operations, trends in advertising 
media and BBD&O’s outlook for 
1956. 

Sheraton Closed Circuit Televi- 
sion Inc. is a subsidiary of Sheraton 
Corp. of America, which operates 32 
hotels in the United States and Can- 
ada. According to William P. Rosen- 
sohn, executive vice-president of the 
network, this was the first time an 
agency adapted television to a meet- 
ing of its own personnel. 

“Advertising agencies have ar- 
ranged closed circuit shows before, 
of course—but always for clients,” 
Mr. Rosensohn observed in calling 
the program unique. 44 
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Perfect for 


artists, 


. EVERYTIME 


production men, 


general 


office uses, 


every one 


A PERFECT POINT... 


in the 
graphic arts... 


See and try 
the 


electro-pointer 


WORLD'S FINEST COMPLETELY AUTOMATIC 
ELECTRIC PENCIL SHARPENER 


Insert 

any size 

wooden pencil 

and 

instantly the Electro-Pointer gives 
you a perfect point. Sharpens 
charcoal, pastel and layout pencils 
like magic. Proven through 14. years 
in artist studios, drafting rooms— 


anywhere wooden pencils are used. 


AT YOUR ART SUPPLIER, 
STATIONER, OR WRITE INC. 


1825 MACKLIND AVE, e ST. LOUIS 10, MO. 
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DENKE “#70” 


*(German) THINK. Think of your product 
if it could think for itself . . . demonstrate its 
features automatically ... even train its own 
salesman! Our job is to engineer fool-proof 
automatic selling tools that will prove your 
point at the Point Of Purchase. We'd like to 
show you how we work. Booth 53, POPAI. 
CARTER AND GALANTIN, INC. 


710 west jackson chicago6 andover 3-6546 


NEW YORK DETROIT LOS ANGELES 


. . for more details circle 384, page 121 
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N CW | e e e Pitney-Bowes revolutionary 


Package Imprinter 


® Cuts container costs 


@ Eliminates wasteful 


preprinting 


® Imprints only as 
needed to meet 


current production 


The model 4800 uses instant drying, 

flexographic ink, needs no mixing... 

gives accurate register in an area as 

large as 4” by 18”, and on most coated 

or uncoated surfaces, including foils 

and plastics. Handles material up to 

18” by 18”, and from .010” to 3/16” 

thick. Printing drum uses rubber mats 

or metal type from 6 pt. up. One knob 
THIS amazing new machine can imprint folding controls printing ——! 

cartons, bags, other containers — at speeds up to 7,500 an Power stacker provides large > 

: a Cait capacity, easy removals. : 

hour! It even does high-quality imprinting on envelopes Rugged construction for 

and dealer advertising literature. Adjustable without tools, years of dependable service. 

it can be easily operated by anybody...Sharply reduces 

the volume and variety of container inventories, lowers 

printing costs, and eliminates the waste in the preprinting 

of packages. A big money saver, and a real money 

maker. See it as soon as you can! Call any 

Pitney-Bowes office for a demonstration or 

send coupon for free illustrated folder and ) ° 

booklet of actual case studies. ea Za 


ae eae een nn nnn nn 4 


Automatically imprints at speeds up to 7,500 items an hour! 


= a PITNEY-BOwWEs, INC. 
PITNEY-BOWES MEI 6226 Crosby Street 


Stamford, Conn. 


I mp Tr int ing’ Send free Package Imprinter folder and case studies to: 


Name 
Made by the originators of the 


* 
Machin postage meter... Service from 
272 cities in U.S. and Canada 
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UNDERSTAND MASS MOT 


. . . and be your own 
packaging expert 


Vv B4° ¥ 


One of the nation’s leading package designers offers six 


ground rules and numerous hints on the basic factors which 


govern the designing of effective packages. 


By Edward Gustave Jacobsson 


The first color a child reaches for 
is red. Next is bright, sunny yellow. 
After that come pretty greens and 
blues. Last of any given number of 
colored shapes to be picked up, you 
can bet, will be black. 

Think now. What diverts a child’s 
attention more than a bright red? 
You've got it—a lighted match or a 
lighted flashlight. Next in the scale 
of attention-getting will be anything 
shiny, especially if it’s in the light, 
say, of a sunbeam. 

Universally, a rainbow attracts 
everyone, regardless of age, educa- 
tional or income level or what have 
you. It’s a wondrously colorful sight, 
the very symbol of purity and fresh- 
ness. Understandably, then, our 
modern supermarkets present vistas 
of rainbow piled on rainbow—a ka- 
leidoscope from which the customer 
makes a choice. And therein lies the 
rub (and the opportunity for you 
and for me). 


>In my years of designing packages 
for big, small and in-between size 
clients, I have discovered that you 


must certainly be a diplomat. First 
comes the slow, painstaking task of 
selling various company executives 
who endear themselves by voluntar- 
ily laying aside their special tasks to 
“help create” the new product pack- 
age. Only a genius could sell them 
en masse. I’ve usually had to make 
them buy my planned design one by 
one, and step by step. My secret is 
that I’ve always explained to each in 
turn why everything is being done, 
together with the reasons why that 
is the right way. 

The irony of all this must be ob- 
vious: You wind up making a “pack- 
age designer” out of what was once 
merely a sales executive —and the 
do-it-yourself idea is apt to take 
over. However, the art of making a 
former client out of an active one is 
not what I’m here to discuss; I’m in 
too deeply now to turn back. 

So here are some ground rules 
every real package professional 
works by. No matter what others 
may call these rules, they’re actually 
some of the motivating factors relat- 
ing to what I have long called “sales- 
packaging.” 
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e First, make diligent use of white 
as a color. It means purity; it con- 
notes freshness—two qualities every 
client wants his product to conjure 
up in the mind of the supermarket 
shopper. 


e Second, there’s metal foil. This 
gained overnight acceptance, if you 
remember. Its added cost is more 
than offset—every time—by increased 
sales. Why did foil win approval so 
quickly? Simply because metal, 
down through the years, has been 
used to protect things. Then, at last, 
came metal to protect the contents of 
packages. When shiny, eye-catching 
aluminum foil was made to resem- 
ble gold, the rush was on. There 
seems to be no question in anyone’s 
mind that aluminum foil is the best 
protective covering for every prod- 
uct. Except, of course, juices and 
liquids that need jars and cans 


e Third, we have the wonder world 
of celanese acetates and cellophane. 
The magic here lies in the transpar- 
ency—the window through which the 
product can be seen or felt, with 
longing. 
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They buy the lowest 
cost advertising you can get! 


Take full advantage of the 
effective medium your package- 
wrapped products offer. 
‘‘Personalize’’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 


Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 
popers 


THILMANY PULP & PAPER COMPANY 
\ KAUKAUNA - WISCONSIN 


NEW YORK + CHICAGO « DETROIT » MINNEAPOLIS * CINCINNATI 
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e Fourth comes the multiple use 
of color, quality paper and fine print- 
ing, which, when combined judi- 
ciously, creates a superior looking 
product. Pioneers in these slightly 
more expensive packages have hap- 
pily found themselves rewarded by 
increased consumer acceptance, 
which means added sales. Volume 
sales, incidentally, will always jus- 
tify the added cost of better pack- 
aging. 

e Next on the list is simplicity. This 
is a vastly underrated quality of 
packaging. A simple package, as 
opposed to one with a frantic look, 
not only gets itself seen faster but 
has a psychological plus in its favor: 
the simplicity conveys the impres- 
sion of being easy to make. Not only 
that, it also, somehow, generates 
confidence in the manufacturer. 


e Now comes a really big one. The 
words of selling copy that appear on 
the package are by far the most im- 
portant words any copywriter can 
ever turn out for a client. These 
words give the consumer reasons- 
why to buy. 


>There are many motivating words 
that have been associated with fa- 
vorable purchases for so long that 
their meaning has been enhanced. 
The word Fresh induces a purchase 
—and, if the item is satisfactory, 
practically insures a repeat sale. One 
word of caution here, though: be 
sure your product is fresh. 

The word New invites a trial pur- 
chase because the urge to keep 
abreast of things always burns 
brightly. This is particularly true of 
the younger housewife. The word 
Instant has grown to mean new 
product magic. Use it and presto, no 
work, save time, no waiting, ready to 
use. And these are things the busy 
housewife is vitally interested in. If 
your product can be revamped to 
qualify for this magic word, here’s 
some advice: Do it. 

The word Improved is especially 
important to win back old customers 
who might have tired of your so- 
very-fine product, or who may have 
switched, lazily, to a similar prod- 


New Display Opportunities . 


uct. This word will invite another 
trial. If you have really done some- 
thing good to your product, the im- 
proved whatever-it-is should be 
dramatized so the point sticks with 
consumers and insures repeat sales. 


> Another good rule for packagers 
is to use a picture of a home econ- 
omist. Manufacturers have found 
that a person who speaks with au- 
thority and who assists consumers 
with recipe and service information 
is most valuable. If you tie your copy 
in with the home economics person- 
age, the copy instantly becomes more 
interesting. Readership increases. 

You must impel action at the point 
of sale at the moment the consumer 
is within arm’s reach of your pack- 
age. You might achieve this with a 
timely recipe. Or you might use 
words like “Serves 4” or “Just heat 
and serve” or “Ready to cook” or 
“Cooks in 3 minutes.” 

A secondary piece of copy should 
be written which is designed to hold 
interest and cause the consumer to 
give your product that additional 
second of consideration that often 
means a sale. This could well be a 
dramatization of the product by 
showing related items that would go 
well with your own product. This 
gives you an edge by intimating to 
the consumer that here’s a grand 
idea. Be sure, though, to emphasize 
the economy of it all. 


>And don’t forget the guarantee. 
This is an aspect of packaging that 
seems to be stronger than ever. You 
must be careful to have the guaran- 
tee really look like one. Naturally, 
the stronger the guarantee the bet- 
ter. But the important thing seems 
to be its inclusion on the package as 
a device for impelling consumer 
acceptance. 

In the pictorial handling of your 
package, you should quite literally 
spare no expense. Once you engage 
a top designer (that do-it-yourself 
stuff can’t always work, you know) 
you must give him full freedom to 
buy the artwork that’s going to re- 
sult in a self-selling package. Leave 
him alone so he can buy the best. 


. . Re-design of General Baking Co. package incorporated 


suggestions for using product and thus opened new display areas in supermarket fish and 
meat departments, soup and canned goods sections, etc. 





The Author . . . Packaging expert Edward 
Gustave Jacobson started his career as a 
merchandising-minded art director. 


He’s only going to bill you at cost 
plus a 10% service fee, anyway. 

Just a few more points. Don’t over- 
look convenience packaging. You 
know, individual servings and sec- 
tional portions that keep the remain- 
ing contents of the package fresh. 
Metal foil heat ’n serve trays are 
liked by housewives who can figure 
out for themselves that they mean 
fewer dishes to wash. 


> Special sales, which often incorpo- 
rate a premium offer, have tremen- 
dous attention value. A word of 
caution here. Many promotions have 
the effect of placing your product in 
a permanent discount position. That’s 
when the bargain-hunting shopper 
lies in wait for your special offer to 
come around again. Two or three 
promotions a year, properly mer- 
chandised and supported by adver- 
tising, are plenty. 

Finally, never fall into the atti- 
tude that you’re set for the next hun- 
dred years with your newly-designed 
package. Nothing could be more 
dangerous to your product's hard- 
won sales position. Constant change 
is really the best policy. Be ready to 
change your package just as often 
as you can improve it, and keep 
ahead of the competition. 

Simply speaking, here is what my 
“salespackaging” sets out to accom- 
plish: 

e Arrest attention to your product 
faster than your competitor. 

e Hold interest for those extra sec- 
onds in which to sell your product. 
e Build in as many reasons-why to 
buy as will insure rapid turnover. 


Do these things sequentially, and 
you have done everything that pack- 
aging can do for your product. 44 


USE SLIP-ON 
ee ae 


mC Lea 


You'll enjoy their neat uniform appearance. 
They're durable and will last indefinitely. 


Your Choice of 
Kolor-Klip 


Red, blue, green and ivory— 
fabricated from plastic. 
Black — made of durable 
metal—smooth finish. 


3 Standard Sizes 


SO-1 for 1” Ring Books 
SO-1% for 1%” Ring Books 
SO-2 for 2” Ring Books 


Built-in storage space 
for label. 

Clips swivel for a per- 
fect fit. 


On Post 
Binders 


Fits any size post 
without slipping. 


They're made of Vinyl Plastic—will 
not warp or curl—will fit every type of 
open back binder. 


3 Standard Sizes 


PBS—-Yo" x 2%." PBM-1” x 22” 
PBL-2” x 22” 


PO ie ee mele el) he ee eae) 


Office Products Ine. 


9920 Freeland Ave. «+ Detroit 27, Michigan 


COT metal lee ee th a ee 
171 2nd St., San Francisco 5 Oe ae eT | 
Me - d ee lal) 


Territories available for Dealers and Distributors 
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If your company uses shipping containers 
this new book is a gold mine of valuable 
information. “Advertising on Containers,” is 
packed with detailed information on how to 
take full advantage of shipping containers as 
a medium for highly effective low-cost ad- 
vertising. It presents results of surveys and 
studies on the subject. It contains many 
ideas for preparing container advertising. 
Some of the country’s leading companies 
have benefited greatly from Stone’s ideas on 
container advertising. You can too. 


THIS FREE BOOK 


AR 46 


STONE container corporation 
4202 W. 42ND PLACE « CHICAGO 372, ILLINOIS 


Without obligation please rush me your new FREE 
Book, ‘‘Advertising on Containers.” 


Zone... State. ecccccecs 
Plants and offices in most principal cities. 


oa) « 
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Versatile Lacquer Coating 
Perfected by Eastman 


Half-second butyrate coatings that 
have been tested for high gloss, 
strong adhesion over inks and re- 
sistance to discoloration by sunlight 
and aging have been developed for 
commercial users by Eastman Chem- 
ical Products, Kingsport, Tenn., a 
subsidiary of Eastman Kodak Co. 

The effectiveness of the coatings 
holds up when the film is as thin as 
one ten-thousandth (0.0001) inches, 
according to the company, and on an 
ideal stock the coating has yielded 
glossmeter ratings as high as 95%. 

Half-second butyrate is a “neu- 
tral” film former and when properly 
formulated, lacquers made from it do 
not affect or modify the color of acid 
or alkaline-sensitive inks, an impor- 
tant characteristic in the coating of 
such papers as labels, box wraps and 
greeting cards, which are usually 
prepared from six to nine months 
in advance of the market. 

Other important characteristics of 
butyrate lacquers listed by the com- 
pany include: 


e Resistance to sunlight—important 
for packages that are exposed for 
long periods in store windows. 
e Quick drying time. 
e High blocking temperatures. 
e Scuff resistance — an important 
factor in catalogs and reference 
books which are normally subjected 
to abuse in handling. 
Low degree of flammability. 
Convenience in storage. 
Versatility. 
e Production speed. 
e Economy 


New Nolde Package . . . To introduce a 
new line of hosiery Nolde & Horst Sales 
Co. Inc. (New York) came up with new 
package designs. This package for Nolde 
Stretch Sheers is pink with overlays in 
black and cerise. The package plays up 
the Nolde Brand name, while each folder 
of one pair of Nolde Stretch Sheers repeats 
the same color scheme as the cover. 





Service Marks 


. . . the progeny of advertising 


By Ray D. Henson 
Attorney 

Continental Casualty Co. 
Chicago 


Everyone knows what a trademark 
is and what it does. It is a distinctive 
name or symbol affixed to goods to 
indicate origin, guarantee, and to 
advertise. 

But suppose you deal in a service 
rather than a product. What protec- 
tion is there for a symbol or name or 
slogan used to advertise the service? 

Since 1947, service marks are reg- 
istrable under the same act as trade 
marks and are entitled to the same 
protection. 

A service mark is defined in the 
Lanham Act as “a mark used in the 
sale or advertising of services to 
identify the services of one person 
and distinguish them from the serv- 
ices of others and includes without 
limitation the marks, names, sym- 
bols, titles, designations, slogans, 
character names, and distinctive fea- 
tures of radio and other advertising 
used in commerce.” 


> Advertising, then, is the medium 
through which a service mark is ac- 
quired. Advertising, in a broad sense, 


What protection is there for a symbol, 


name or slogan used to advertise a 


service, rather than a product? Here’s 


is the only means of selling a service. 

A service corporation, such as a 
transportation or an insurance com- 
pany, can sell its services only by 
advertising them, and a symbol or a 
slogan can be as important to a serv- 
ice corporation as a trademark is to 
a manufacturing company. 

Suppose a travel agency decides to 
promote a new series of low-cost 
tours and wants to distinguish them 
from its regular, more expensive 
tours. It decides to call them “Red 
Robin” tours and advertises them 
extensively by radio and in newspa- 
per ads by that name. If the name is 
worth using, it is probably worth 
protecting, and service mark regis- 
tration should be applied for. 


> As in the case of a trademark, the 
distinctive style which is used to set 
off the name in advertisements 
should be protectible, even though 
the words themselves may not be 
subject to exclusive appropriation. 
If the travel company should de- 
cide to use a symbol of a red robin 
to advertise the tours, that should be 
registrable. So should a distinctive 
bird call, if that proved desirable for 
radio advertising (at least chimes 
have been registered as a service 


the answer by an expert. 


mark for a radio network). A slogan 
for use in connection with the serv- 
ice could be registered, too. 

Registration of a service mark car- 
ries the benefits that go with regis- 
tration of a trade mark, including the 
advantage of constructive notice to 
other would-be users. However, ac- 
tual notice is required in order to 
recover damages from an infringer, 
so a registered mark should be ac- 
companied, when possible, by the 
usual R enclosed in a circle, or “Reg- 
istered in U. S. Patent Office,” or 
“Reg. U. S: Pat. Off.” 

A certificate of registration, by 
statute, is prima facie evidence of the 
validity of the registration, of the 
registrant's ownership of the mark, 
and of the registrant’s exclusive right 
to use the mark in commerce in con- 
nection with the services (or goods 
in the case of a trademark) for 
which it was registered 


>Service mark registration is not 
necessarily confined to service cor- 
porations, but a number of cases 
have indicated that service marks 
used by sellers of goods would be 
denied registration, certainly where 
there was any connection between 
the services involved and the goods 
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BUFFALO PHOTO COMPANY 
152 W. HURON ST., CHICAGO 10, ILLINOIS 
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The Free RCS House 
Organ Idea Kit 
contains offset 
printed samples 
ranging from 
simple typed sheets 
to elaborate 
booklets. 


Here’s evidence 

of how offset 
printing and low- 
cost RCS Planog- 
raphy can be 
tailored to do an 
effective job for 
you, no matter the 
size of your budget. 


Newsletters are 
ideal to simplify 
direct-mail 
production, provide 
continuity, and 
coordinate your 
promotion. 


Offset gives art 
work the versatility 
to make ideas 
more effective. 

RCS offset printing 
assures quality that 
is a hallmark of 
good reproduction 
regardless of cost. 


Send for the 
House Organ Idea 
Kit or an estimate 
now! 


Rush my House Organ Idea Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 


. . « for more details circle 456, page 121 


100 + ar + April 1956 


While that trend may well have been 
arrested, the slogan-mark, “The Mu- 
sic You Want When You Want It,” 
was refused registration on the 
theory it promoted the sale of rec- 
ords rather than identified a radio 
program, and “Ma Perkins”, the ra- 
dio program name, was refused reg- 
istration for a similar reason. 

Insurance companies have only 
service to sell, and they have suc- 
cessfully registered slogans, policy 
names, symbols, and so on. In the 
only insurance case to come before 
the federal courts, a symbol of a cov- 
ered wagon drawn by oxen, which 
was registered as a service mark by 
the Springfield Fire & Marine Insur- 
ance Co., was held not to be infringed 
by a somewhat similar, unregistered 
mark used by Founders’ Fire & Ma- 
rine Insurance Co. 

The decision in this case is open 
to criticism on a number of grounds. 
The idea that casualty insurance 
companies sell only through brokers 
who would not be misled or confused 
by similar marks is certainly objec- 
tionable, where the Lanham Act pro- 
vides that registration is prima facie 
evidence of the validity of the mark 
and the registrant’s exclusive right 
to use it. It is quite likely that such 
a restricted view of the Act’s protec- 
tion will not be followed; if it were, 
the Act would be substantially a 
nullity in the insurance field. The 
same reasoning probably could not 
be used in any other service field, 
however. 


> Most companies would not want to 
use a mark which resembled a com- 
petitor’s mark, and it may well be 
that a notice of service mark regis- 
tration would be extremely effective 
in deterring anyone from doing so. 
The prospect of a law suit for service 
mark infringement or unfair compe- 
tition is one most companies would 
prefer to avoid. 

Copyright registration is not par- 
ticularly effective in protecting a slo- 
gan; it would not protect a product 
or service name at all. But a symbol 
of copyright registration is undoubt- 
edly effective as a deterrent. This 
may well be the principal advantage 
of a service mark registration, too. 

In any event, a registered service 
mark is an asset to the company 
owning it. It performs the same 
function for a service organization 
that a trademark does for a company 
which sells a product, and it may do 
much more because so many more 
things are registrable as_ service 
marks. If it is worth using, it is 
worth protecting. 

Where trademarks are acquired 
by use in commerce, by being affixed 
to the goods they identify and dis- 
tinguish, service marks are affixed to 


NOW MAKE COPIES 
OF ANYTHING 
— ANYHERE 


New, improved Contoura*-Constat* 
goes where you go to make copies of 
proofs, prints, layouts, “swipes”. If it’s 
printed, written, or drawn you can 


copy it in any lighting conditions. Write 
for full details. 


*T. M. Reg. U. S. Pat. Off. 


F.G. LUDWIG, INC. 


795 Coulter St., Old Saybrook, Conn. 
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Color Finishing Branch of Radium Camera Co., Inc. 
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1005 Belmont Ave. Chicago 13, III. 
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nothing; they are acquired by adver- 
tising and owe their vitality and 
value to the resourceful advertising 
man who originates and exploits 
them. The existence of statutory pro- 
tection for service marks is recogni- 
tion of the power of advertising. 44 


Movable Art Table . . . New drafting 
table introduced by Art Engineering As- 
sociates fits against wall when not in use. 


New Drafting Table 
Fits Against Wall 


A space-saving drafting table that 
swings flat against the wall when not 
in use is offered by Art Engineering 
Associates, Kansas City, Mo. 

The table is mounted on heavy 
duty aluminum castings and polished 
cold drawn steel tubing, fixed to a 
redwood bracket, which in turn is 
fastened to the wall. A swivel attach- 
ment makes it possible to lock the 
board in any desired position. 

Drafting boards of sizes from 
23x31” to 31x42” can be used with 
the arrangement. Additional details 
are available. 


For your copy circle No. 311 on the 
Readers’ Service Card inside back cover. 


Hand Lettering Is Quick 
With Templet, Scriber 


Artists and production men will 
find hand-lettering quick and eco- 
nomical with the aid of an adjust- 
able scriber and plastic templet, ac- 
cording to a brochure by Letterguides, 
Lincoln, Nebr. The company offers a 
range of 200 letter styles, in sizes 
from 14” to 2”, each engraved on a 
separate templet. A scriber glides 
over the slotted letters and repro- 
duces them in ink on paper. 

Condensed, extended and _ slant 
forms of the same letter can be ob- 
tained simply by adjusting the angle 
of the scriber. Each templet contains 
a complete alphabet and punctuation. 

No previous experience is neces- 
sary to produce clear lettering for 
duplicating, offset and other repro- 
duction, according to the brochure. 


For your copy circle No. 312 on the 
Readers’ Service Card inside back cover 


MERCHANDISING IDEAS 
Peony” OBERLY & NEWELL 


x4 
World's Largest... =| 


The world’s largest premium 
totalling 90” x 32”, pro- 
duced for Sylvania. Com- 
plete service from art work 
to mailing. 


elie 
Brilliant! 
An eye dazzling mobile to 
match the Griffin shoe shine. 


Now gracing store windows 
from Maine to California. 


om © 
@ Office - 


Dimensional merchandiser 
ties in office decor with Bates 
superb products for the office. 
A sample of permanence — 
in cardboard. 


NEED TOP IDEAS FOR 
BERLY YOUR PRODUCT? CALL... 


EWELL citsocrarn corroration 


545 PEARL STREET, NEW YORK, N. Y WORTH 2-3735 
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MURRAY HILL 7-2595 
EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
Call or write for FREE DUPLICATE TRANSPARENCIES 
16 pg. handbook containing FLEXICHROME yy MATRICES 
useful color information plus other essential services for 


reproducing and projecting color. 
KURSHAN & LANG 10 east 46th st, new york 17, n. y. 
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WET PROOFS 
THAT ARE 


GENUINELY 
WET 


Zz s®> & Every set of 
plates intended for four 
color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


CO Gg 
C UGVUUCHS ly Si. 
Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 
This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 


No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOSTITCH 
337 Mechanic St. @ Westerly, R. I. 
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iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 
F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, iil. 
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Trademark Association Reports 


TV Makes Impact with ‘Living’ Trademarks 
As Registrations Increase 14% in 1955 


The year 1955 marked many sig- 
nificant rulings and gains for holders 
of trademarks, according to the 
U. S. Trademark Assn., New York. 

Following are some of the more 
important trends noted during the 
year: 


e Registrations ... More than 18,000 
trademarks were registered in 1955, 
as compared with nearly 16,000 in 
1954, an increase of 14%. 


e One-word spelling . . . The patent 
office and the government printing 
office adopted the one-word spelling 
of trademarks. Said the association, 
“We are hopeful that all newspapers, 
magazines, dictionaries and other 
publications will conform.” 


e TV impact . . . Several living or 
animated trademarks were intro- 
duced during the year. These in- 
clude Dottie Doe of Doeskin, the 
White Rock Girl, Father Knicker- 
bocker, the dancing Old Gold packs, 
Lotta Sparkle and Kleek-Ko of 
Cliquot Club and Jackie Gleason's 
“And Away We Go” symbols. 


e Model State Trademark Bill... 
Six states, Indiana, Utah, Washing- 
ton, Michigan, South Dakota and 
Illinois, enacted the bill, bringing 
the total number of states which have 
enacted it to 17. The bill is pending 
in several state legislatures in 1956. 


e Not similar trademarks . . . Dur- 
ing the year the following marks 
were held by the courts not con- 
fusingly similar: Health Rest and 
Beautyrest for mattresses and box 
springs; Daintee for deodorant and 
La Daintee for face creams and pow- 
ders; Shur-Tape and Shir-Back for 
window curtains; Novathrene for 
dyes and Rosanthrene for cool tan 
colors; Mountain Lakes and Meado- 
lake for oleomargarine; Supercel for 
wallpaper paste and Permacel for 
adhesive tape. 


Bub-L-Air for aerators and Bub- 
ble-Stream for faucet aerators; Col- 
oratone for gray hair restorer and 
Colortint for a hair tinting composi- 
tion; Glomite for preparations for 
cleaning and polishing automobiles 
and Oakite for a chemical compound; 
Sno-Spuds for potatoes and Snow 
Crop for frozen foods; Old Fashion 
for sausage seasoning and Old Fash- 
ioned for meat products. 


e Similar Trademarks .. . Likeli- 
hood of confusion was found to exist 
between Perspective for furniture 
and Perspectives for designs for 
draperies and fabrics; Camolose and 
Carmethose for medicinal products 
used for the treatment of gastro- 
intestinal conditions; Dutch Pride 
and Dutch Masters for cigars; Carba- 
Seltzer for effervescent tablets and 
Alka-Seltzer for anti-acid efferves- 
cent preparations; Townline and 
Townley for ladies’ wearing apparel; 
Dial-O-Matic for sewing machines 
and Style-O-Matic for sewing ma- 
chine parts; Talk-A-Phone and Se- 
lectophone for similar goods; Scotch- 
man for mechanical apparatus for 
spreading salt on highways and 
Scotch for light reflective material. 


e “Unfair” methods . . . The Court 
of Customs and Patent Appeals 
found no likelihood of confusion in 
the marks of Coca-Cola and Nutri- 
Cola, but said, “The public interest 
requires that no obligation be im- 
posed upon the Patent Office to reg- 
ister a mark when it is apparent 
that such registration will provide 
a protective cover under which the 
registrant can better proceed to flout 
the law and practice deceit upon the 
public.” 

The Court of Appeals for the 
Fifth Circuit affirmed the action of 
the District Court which enjoined a 
Florida cigar maker from using the 
name Johnny Walker and a similar 
figure to the name and figure used 
by the makers of the well-known 
whisky (222 F. 2d 460, 105 USPQ 
351). But the same court held that 
Barnard’s Nuttee Foods with picture 
of a squirrel does not infringe 
Squirrel Brand with a picture of a 
squirrel, both marks being used to 
identify nut products, on the ground 
that a picture of a squirrel cannot be 
made the subject of a monopoly 
(106 USPQ 296). 

However, this decision appeared 
to conflict with the decision of the 
Commissioner of Patents, who held 
that The Brand With The Lamb with 
two frolicking lambs for ladies’ and 
girls’ sweaters, etc., is confusingly 
similar to a frolicking lamb in asso- 
ciation with Botany Brand for wear- 
ing apparel for men and women and 
textile fabrics and yarns. (Botany 
Mills v. Atlantic Knitting Mills of 
Philadelphia, Inc., 104 USPQ 354). 44 





The heart of the matter 


... PHOTOGRAPHY 


New color print papers 
low enough in 
cost for layout use 


Two new ways fo color 


Color in place for layouts—color for 
demonstration kits, sales kits—color for 
a variety of purposes. Your photographer 
can now give you all these, on a less- 
than-Dye-Transfer budget, with two new 
papers—Kodak Color Print Papers, Type 
C and Type R. 

Both are low-cost papers for multiple 
prints—excellent for showing color in 
place when you're presenting campaigns 
to clients. 


Way one 


For prints from existing Ektachrome or 
Kodachrome transparencies, Kodak 
Color Print Material, Type R, is your 
treasurer’s friend. 


Way two 


But when you’re starting fresh, planning 
a brand-new color photograph, ask your 
photographer about making the dupli- 
cate prints you need from Ektacolor or 


Kodacolor negatives with Type C Kodak 
Color Print Material. Type C is the posi- 
tive part of this negative-positive color 
process. 


Both ways amazingly good 


Photographers have already achieved 
remarkable results with these two new 
color materials. They provide excellent 
color rendition. You'll be amazed at 
their quality, particularly in view of their 
moderate cost. Frankly, though, we 
don’t suggest them as substitutes for the 
fine craftsmanship of good Dye Transfer 
prints. 

For color prints you would never 
before have believed possible at so mod- 
est a cost, ask your photographer about 
Kodak Type C and Type R. 


Photography is 
advertising’s biggest bargain 


It sells your ad. Naturally, the cost of 
photographic illustration varies with the 


subject and other conditions, but 1% to 
3% is about the average proportion for 
consumer advertisements. Yet the main 
illustration is often the most vital part of 
the ad. The percentages shown below 
speak for themselves. 


Cost 
Elements CONSUMER 


Typical color job $600 
Photography ie or 1.6% 


still a minor %) 


$1,500 


En gr avin gs Four-color average 


Space $35,000 


TRADE PAPER 


mplie w joto- $100 





Two-color costs less, 
| may run 


Engravings 


Limed-evdionceia- | $1,000 


Space dustrial magazine. . or 74% 


Photography by itself is a major mo- 
tivating force in advertising. But when 
you add color you multiply the leverage. 
Color photography stops the eye, sets 
the mood, starts the sale. Color photog- 
raphy is the ultimate attainment of ad- 
vertising’s biggest bargain. 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 


April 1956 ¢ ar «+ 103 





Take the Pressure 


Off Rush Jobs... 
SAVE TIME... 
SAVE MONEY... 
with the 


Model “’B” 


400% Enlarge- 
ment and 
Reduction 


11” x 14” View- 
ing Area 


17” x 21” Copy- 
board Area 


18” x 22” Floor 
Area 


Portable— 
mounted on 
casters 


No hand 
shadow 


Paper Storage 
Shelf 


Price $269.50 


Don’t forget the NEW 


Y 
Cin 


MODEL “A” 
Its Amazing Features Will 
Astound You . . . No Other 
Like It. 


NEAREST DEALER ON REQUEST 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 


. . « for more details circle 400, page 121 
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Gala Ship Advertising . . . American Export Lines ad resulted when company invited 250 
guests for an evening of shipboard fun and photographed them while ship was at dock. 


How We Got the Photo 


Sea Picture, Taken While Ship Was in Port, 
Solves Problem for Ingenious Photographer 


By Reeve Limeburner 
Art Director 
Cunningham & Walsh 
New York 


In ship advertising, it’s always a 
challenge to make your ad outstand- 
ing and different. For our client, 
American Export Lines, we thought 
of a gala ship party at sea against the 
background of three decks of the 
S. S. Constitution. 

To get such a picture while the ship 
was on a scheduled trip presented 
problems. An enormous amount of 
equipment, as well as a special crew 
of photographers, would have to be 
sent on the voyage, and the ship’s 


routine would have to be interrupted 
for an entire evening. 

Considering these factors, the sug- 
gestion was made to the client of 
having a cocktail party, buffet supper 
and dance on the ship while it was in 
port. With this in mind, a rough had 
been made depicting a ship party at 
sea, showing a pool filled, people 
swimming, an orchestra, people danc- 
ing, confetti and all the trimmings. 


>Instead of using all professional 
models, which would make the cost 
prohibitive, guests and friends would 
be invited, some to be dressed for- 
mally. With the approval of the 
client, three meetings were held by 





Cunningham & Walsh with execu- 
tives of the steamship line to procure 
the ship and establish the procedure. 

As the ship is generally in port 
only three or four days, it was neces- 
sary to have an exact schedule of op- 
eration. The photo could be taken on 
only one evening during its stay. In 
case of rain, a later date would have 
to be set. 

At the last of these meetings, the 
photographer, Tony Venti, and his 
staff were present to discuss techni- 
cal problems. The evening before the 
party, Venti and I got together. He 
took test shots to get proper angles, 
exposures and lighting. 


> A veritable mountain of equipment 
—cables, cameras, filters, spots and 
floods—had been delivered earlier in 
the afternoon and set up. A special 
power line provided 73,000 watts of 
light. Cameras were placed topside 
by the smokestack and focused on the 
three decks below. 


Line-Up for Sign-Ups . 
festivities, they lined up to sign photo release forms. 


Lights, Action, Cameras! 


. . As guests boarded ship for evening's 


. . . Shooting began at dusk. Six pro- 
fessional models were posed with guests at side of pool. 


The following evening at 6 p.m. 250 
guests started to board the ship for 
Operation Constitution. As they came 
on, they signed release forms for 
publication purposes, each receiving 
the nominal $1 fee given in such in- 
stances. 


They were greeted by professional 
entertainers, an orchestra, and an 
array of food and drinks. The pool 
deck of the Constitution looked fes- 
tive—it was brightly lighted, stream- 
ers were strung, and the pool was 
filled with water, along with a couple 
of bathing beauties. 


At dusk, Venti began to shoot. Six 
professional models were posed 
against a background of gaiety. The 
master of ceremonies, the orchestra 
leader and I coordinated the action. 
Color test shots had been taken, were 
developed at the studio and were 
rushed back to the ship for inspec- 
tion. 


There were two other photogra- 


Getting Ready for Action . 
the smokestack and focused on all three decks below. 


After the Ball is Over . . 
mountain of equipment waiting to be packed away 


phers taking pictures. One was mak- 
ing a movie of the party. The other 
was taking black-and-white shots. 
More about these shortly. 


> At midnight, after taking some 50 
pictures, Venti’s job was done and 
the party was over. There had been 
only one problem. Early in the eve- 
ning a high wind developed, threat- 
ening to blow over the cameras. The 
ship’s crew installed a wind shield 
made of a large tarpaulin and secured 
the cameras with 100-pound weights. 

To show the scope of Operation 
Constitution, Cunningham & Walsh 
invited American Export Lines ad- 
vertising personnel to a luncheon and 
color movie. After the movie, every- 
one adjourned to a large conference 
room lined with mounted black-and- 
white photos of the party arranged as 
a picture story. 

Also displayed were Venti’s color 
transparencies, one of which was to 
be selected for the ad. Client and 


. . Cameras were placed topside by 


. Photographer Tony Venti surveys 
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BIG NEWS! 


NSFER 


ilable 
al color P s now aval 
n 
eevee’ up to 50 prints i 


4g HOURS oF ‘#5 


of transparency: 


from receipt n 24 hours 


Most orders shipped | 
or less. 
Larger OF 


ders take © little longer. 


SATISFACTION GUARANTEED! 


Have you 
ever needed 

1 copy only in 
color quickly ? 


TRY 


CHROMASTAT 


first and finest colorstats 
since 1948 


Full color copy prints 

of your color art 

work, color printed 

matter or diagrams 

(actual objects, 

too). Photocopied in 

one step. Made 

in 2 days! Enlarged 

or reduced. 

Halftone and line 

are vivid, sharp. 

Write for price list and 

brochure 


“RAPID COLORPRINT COMPANY 


216 So. Central Ave., Glendale, Calif. 
Also : Standard Studios, Inc., Chicago 
& Dunn Blue Print, Detroit 
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of 25 oF 


$1.50 pol pres lus "515 setup. 


" ots of 25 OF 
ove» each = $25 setup: 


16x20, $5.25 wanes cade more. 


Smaller quantiti 
Sizes 4x5 to 20x 
transparency or or! 
Every job fully mas 
correctec. 
Matte, semi-m 


24 from any 
iginal art. 
ked and colo: 


atre or glossy finish. 


_ for Price List 


618 N. Vancouver 
LOR? Seaeeath, Ore. 
Tel. AT 2-3256 


- for more details circle 476, page 121 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO-Graph 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 

Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
ty; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


LTT) Me Molds 
space — uses ‘over- 


head “dead” space 


DIVISION OF 


INC. 


y Oer yy, 


NGEL, 
728 Wash. Ave., $. E., Minneapolis 14, Minn, 
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ERRORS COST MONEY 


avoid expensive errors by using Crescent 
illustration board famed for its hard, white 
surface and ease of erasure. Saves you time, 


saves you money! 


write for free samples today, to 


CHICAGO CARDBOARD COMPANY 


1240 N, Homan Avenue ° 
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Chicago 51, Illinois 
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agency executives reviewed them 
and made their final selection by 
popular vote. 

The ad then went into final stages 
of make-up. It’s the full-color page 
ad you probably remember seeing in 
the January issue of Holiday, with 
three professional model couples in 
the foreground and swirling, blurred 
dancing couples in the background. 

44 


Shiva Develops Tubes 
Of Tempera Paints 


With the addition of “Nu-Tempera” 
to its line, Shiva Artists’ Colors, Chi- 
cago, has introduced tempera paints 
in tubes to avoid the breaking and 
spilling that occurs with the liquid 
paints. 

A concentrated paste that may be 
extended by water and used on pa- 
per, foil, cellophane, acetate, glass 
and metal, the “Nu-Tempera” paint 
is available in 17 colors designed to 
not crack, chip or bleed. 

In addition to a brochure and color 
card of “Nu-Tempera” paint, a set of 
six sample tubes of the paint will be 
sent to qualified artists and designers 
who request them on their letter- 
heads. 44 


Booklet Covers Care 
Of 8 and 16mm Films 


Eastman Kodak Co. is offering a 
revised edition of its booklet, “The 
Handling, Repair, and Storage of 
16mm and 8mm Films.” 

Of particular value to professional 
photographers and film libraries, the 
12-page booklet—punched to fit the 
Kodak photographic notebook—cov- 
ers possible causes of damage with 
suggestions for correction, inspec- 
tion and repair procedures and stor- 
age. 

The booklet covers both black- 
and-white and Kodachrome films. 


For your copy circle No. 313 on the 
Readers’ Service Card inside back cover. 


Craftsman’s Tool Cuts 
Circles in Paper, Film 


For litho-artists and craftsmen, 
Mark Specialty Co., Rochester, N.Y., 
has produced a circle-cutting tool, 
designed to solve the problem of cut- 
ting circles in paper, masks, nega- 
tives and film. Extra cutting blades 
may be stored in a convenient hollow 
barrel. The tool is available in vari- 
ous sizes and collapses for storage. 

Details are available. 


For your copy circle No. 314 on the 
Readers’ Service Card inside back cover. 





By Robert B. Konikow 


If you want to make friends with 
people, make friends with children. 
For children have adults who are vi- 
tally concerned with them and, what 
is more, they eventually grow up into 
adults themselves, potential custom- 
ers. 

This is the basis on which Sidney 
Hechinger, president of the chain of 
Washington, D.C. lumber and build- 
ing materials stores which bear his 
name, started inviting children to 
tour his premises twenty years ago. 
This ever since has been the main- 
stay of Hechinger’s public relations 
program. The tours have been a 
steady feature, except when World 
War II transportation and manpower 
shortages called a halt. 

These visits are basically the en- 
tire institutional promotion used by 
Hechinger’s. The store is a heavy 
user of newspapers, taking large 
space on a regular basis. But this is 
generally devoted to pushing specific 
items, and is filled with plugs for 
many different articles. The televi- 
sion programs sponsored by the com- 
pany are no less devoted to selling, 


A public relations program built around a series of tours for school 


children pays big dividends to Hechinger’s, Washington, D. C. chain 


of lumber and building materials stores. 


b 
4 


¥ 
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although they concentrate mostly on 
pushing the larger power tools. 


> The tours for children, on the other 
hand, are not aimed at immediate 
sales, but at establishing a good rela- 
tionship between the stores, of which 
there are five in the greater Wash- 
ington area, and the schools and par- 
ents. There is, however, no question 
that they have helped to turn visitors 
into customers. Hardly a day goes by 
without some clerk being told by a 
customer that he remembers visiting 
the store as a school child years 
earlier. 

Promotion starts early in the fall, 
just after school opens, with a letter 
of invitation to each school in the 
area. This includes the schools across 
the Potomac in Virginia, in the two 
suburban counties of Maryland, as 
well as the District of Columbia. 
Public, parochial and private schools 
are all included on the list. 

The letters go to principals, with 
the request that they be passed 
around to the teachers of the fourth 
to eighth grades. Experience has 
shown that younger children do not 
gain very much from a visit, while 


DEN 
OUSE 
FOR THE 

KIDS 


the eighth grade is about as high as 
you can handle with continued inter- 
est and without trouble. 


> While most of the visits are made 
by classroom groups, and most of the 
promotion is extended in this direc- 
tion, other groups are welcome. 
Hechinger’s has had visits from Cub 
Scouts, Boy Scouts, Girl Scouts, 
clubs and church groups, but finds it 
somewhat easier to arrange school 
visits. These are scheduled during 
the week and during school hours, 
while non-school groups must come 
late in the afternoon, or ask for a 
Saturday tour. This is of course im- 
possible, since Saturday is Heching- 
er’s busiest day. 

One difficulty of concentrating on 
schools is that it leads to a heavy 
schedule towards the end of the 
school year, with little activity early 
in the fall. The invitations cannot go 
out until school is actually open. It 
takes a little while before a teacher 
is ready to give up classroom time 
for outside trips, and by then it is 
getting into the winter holidays. This 
leads to a bunching of visits in the 
spring, and since there is a limit to 
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the number that can be scheduled, 
some school groups are inevitably 
turned down at that time, while the 
fall schedule leaves many vacancies. 


>The entire program is under the 
direction of Richard C. Lykken, ad- 
vertising director, and it is his name 
that is signed to the invitations. 
When requests come in, Mr. Lyk- 
ken’s staff makes the arrangements, 
pencils in the date, and notifies the 
lecturer of the appointment. At first, 
the job of meeting the groups and 
conducting the tours was assumed by 
a member of the store staff, but this 
was quickly found to be unmanage- 
able. It takes a special skill to be at 
ease with a group of youngsters, and 
this is not always possessed by a 
sales clerk or an office worker, or 
even by a public relations man. 

The job is now handled by a per- 
son who is retained for this specific 
task, and who is paid an agreed- 
upon sum for each group she escorts. 
Currently a former school teacher, 
who lives convenient to the store 
which is used for the tours, acts as 
guide. She has been given the nec- 
essary background on wood and 
lumber, and handles the groups en- 
tirely on her own. Once the meeting 
has been scheduled, no other Hech- 
inger personnel are involved. 

Each group is responsible for get- 
ting to the store. Hechinger feels that 
transportation is not its job. Whether 
the group .uses street cars, school 
buses, chartered buses or private 
cars driven by parents, Hechinger’s 
takes over when the children are all 
assembled in the auditorium. 


>The meeting opens with a 15-min- 
ute talk given by the leader on the 
value of wood. Here is where her 
teaching experience is useful, for it 
enables her to easily pitch the same 
basic talk to the level of the group. 
This is followed by a 30-minute color 
film, with the leader handling the 
projector herself. Hechinger’s has 
two films which it uses. “The New 
Paul Bunyan,” produced for Weyer- 
hauser, is used for the younger 
children, while “Green Harvest,” a 
Crown-Zellerbach film, is more suit- 
able for the older children. 

After the film, the children are 
conducted around the lumber yard 
and through the store. In the yard, 
they are shown how lumber is stored, 
the different kinds of wood that are 
available, and the variety of sizes 
and shapes in which it is finished. 
While no offer is ever directly in- 
serted into the talk, the request for 
scrap pieces is invariably made. The 
instructor has had to learn what is 
considered scrap, so she can let the 
kids pick up worthless pieces. As in 
any well-run yard, there is a place 
for scrap, and samples are handy. 
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> The tour through the store is gen- 
erally short. It is used to point out 
the ways in which wood is used, va- 
rious applications of wood, and some 
of the hand and power tools that can 
be used for wood. This part of the 
tour is a little harder to handle, since 
there is generally less room, there 
are usually customers around, and 
there are more objects that can acci- 
dentally be broken by handling or by 
just plain jostling. 

Explanations within the store are 
short, and the group is brought back 
to the auditorium, where questions 
can be answered somewhat more lei- 
surely. This takes up the rest of the 
hour and a half visit, and as the chil- 
dren leave, each is handed a Hech- 
inger-imprinted yardstick. A useful 
object, made of wood, it will be taken 
home where it will remain as a re- 
minder of the visit, both to the child 
and to his parents. 

As a sidelight, the tours used to be 
planned differently, with the sou- 
venirs being distributed at the end of 
the movie, and the group being dis- 
missed at the end of the trip through 
the store. It didn’t take long to per- 
suade everybody of the risks in- 
volved in this procedure. If you can 
imagine 30 or more 10-year-olds 
turned loose, each with a light 36” 
stick in his hand, you can imagine the 
threat to safety and sanity that is 
created. Holding the distribution of 
the yardsticks to the very end has 
turned out to be a wise precaution- 
ary measure. 


>The impact of the visit is not over 
when the children leave the building. 
In addition to the continuing re- 
minder of the yardstick, another 
technique is used. Each group is 
asked to write short compositions on 
the trip or on anything that the trip 
brings to mind. Hechinger’s awards 
a prize to the best essay from each 
group. The prize is taken from stock, 
usually being a toy adapted to the 
age of the group, but it is sometimes 
a special tool or other useful object. 

In the early days of the visits, all 
the papers were sent to the store for 
judging. While it was rewarding to 
read them all, it was a time-consum- 
ing job. Now only the three best are 
sent in, selected by the teacher or by 
the entire class. Mr. Lykken selects 
the final prize winner from this group 
of three. 

These essays, by the way, have 
often been of help in giving the store 
personnel a fresh look at the store 
and its operations. To take one ex- 
ample, the thing that impressed one 
youngster most about his entire visit 
was not part of the tour. It was a pile 
of miscellaneous scrap materials 
piled up out in the yard. He thought 
it quite messy and an example of bad 


housekeeping. In actual fact, it was 
stuff brought in by Hechinger’s con- 
tract wrecking division, and dumped 
there while waiting sorting. The staff, 
knowing what it was and why it was 
there, had accepted it, not realizing 
that it seemed like an eyesore and 
gave the public a poor impression. 
But the boy’s essay opened their 
eyes, and other arrangements were 
made for the material. 


>In the course of the years, the 
Hechinger management has learned 
that it doesn’t pay to get too large a 
group together. The leader’s voice 
cannot be heard, especially outdoors, 
and attention starts to wander. The 
average classroom, with 30 to 40 
children, is an effective size, though 
as many as 120 have been handled at 
once. This, however, is far too many 
to be good, either for the children or 
for the store. There is no real lower 
limit to the effectiveness of a group, 
but Hechinger’s tries to keep the 
minimum size to 20, in order to keep 
per capita costs down. 

After twenty years of inviting chil- 
dren to pay a visit, Hechinger’s is 
sure of one thing—it is a policy that 
has made friends for the company, 
and at a nominal cost. 44 


“Dial-a-Plate’” . . . New plate maker by 
Robertson Photo-Mechanix produces off- 
set printing plates automatically by means 
of electronic-eye control. 


Offset Plates Produced 


By Electronic Device 


A device for making offset printing 
plates automatically by means of 
electronic-eye control has been an- 
nounced by Robertson Photo-Me- 
chanix Inc., Chicago. 

Designed especially for printing 
departments of business, engineering. 
and industrial offices which turn out 
their own house organs, engineering 
drawings and blue prints, etc., “Dial- 





a-Plate,” according to the company, 


Robertson says tests have shown 
the “Dial-a-Plate” exposes plates 
two to three times faster than old 
carbon arc platemaking methods and 
in addition eliminates the dangers 
and objectionable odors of open- 
flame carbon arcs. 

The device is operated by loading X ry 
the negative and plate in a slide-out ’ EMONST re Whe 
holder, pushing them into the unit’s 3 D 
enclosure beneath the electronically- 


controlled lamp, and setting the dial — iil my | A) TORY GIVES YOUR PRODUCT 


to activate the exposure circuit. The 


electronic eye times and snaps out ¥ A COLORFUL, MOVING MESSAGE TYG Cols | 


inthe graphic arts held. | NO : things that, ALWAYS ATTRACT CROWDS! 


the holder when the correct plate 
exposure is completed. 
Dial-a-Plate is available in two 


: Tel-A-Story is a lightweight, Portable 
sizes, a table model for plates up to Automatic Projector with a 156 sq. in. 
10x16” and a floor model for plates WA PICTURE SCREEN. Twelve 35mm or square 
” 2” x 2” transparencies permit automatic 
up to 20x24’. ™ copy changes every six seconds in NATURAL 
COLOR. Economical to own and use. 
Ideal for any type product or service. 


Sun-Times Adopts Digest PEPS UP POINT OF SALE It STIMULATES SALES MEETINGS | ATTRACTS CONVENTION 
For Retail Advertisers =_ | eee ena | ere oe 
As a link between itself and its yay! a ‘om, shows 
advertisers, the Chicago Sun-Times WRITE DEPT. AR for further , 
~a daily newspaper—has adopted a Sp 
monthly business-idea digest. interested in point of sale, TEL-A-STORY, INC. 
Called “Briefed,” the 32-page and eanibits ore ye RTT eS A 1 
magazine, published by Brief Pub. é 
Inc., New York, initiates a program e 
directing esles ideas to the paper’s . . » for more details circle 471, page 121 
own retail advertisers. 
Sent regularly to buyers, mer- 
chandise managers and key execu- clothes DO make the man 
tives, “Briefed” contains a conden- —— 
sation of idea-articles on selling tips 
and trends from 40 leading trade and 
business periodicals, and in addition 
summarizes important business case are desired by packaging printers who want the best 
histories. 44 


And... packaging certainly helps to make the product 
to increase its oppeal... to improve its sales! 


The finest monotone and full color cylinders from “‘Acme”™ 


Whether it be for foil, cellophane, paper and paper 
board products, specify ‘““Acme."’ 


Duplex Operation Featured Your inquiry will receive immediate attention. 


In New Collamatic Model yy ints QUallly ac me gravure services,inc. 


. . erg petiverY 
Information on a new 24-bin elec- ws “oo” 
sl 

tric collator with a double opera- ” 
tional feature is available from Col- _. . for more details circle 352, page 121 
lamatic Corp., Wayne, N. J. 

Designed with two fingertip 
starters, each activating its own in- 
dividual set of 12 bins, the model tht 
“2400” can be operated by one oper- 


you POo.FP.' 
ator, to collate from two to 24 pages Lefore, = 
at one time, or by two operators, 
collating two separate jobs at one 
time or from two to 12 pages each. wise to think of the person who actually puts 
Model “2400” comes equipped with your product in the hands of the consumer. 
ai ec lL . . He can make you or break you. Our job is 
a stapling-stacking bin accommodat- yee ) 
s , : to give him selling tools that make it easier to 
ing either an automatic or hand sell your product than any other. We'd like 
stapler to facilitate the storage of to show you how we work. Booth 53, POPAI. 
collated sets. An automatic counter CARTER AND GALANTIN, INC. 
may be included as optional equip- 710 west jackson chicago 6 andover 3-6546 
ment. 
Additional information is available. 


For your copy circle No. 306 on the 
Readers’ Service Card inside back cover 


1501 West Congress Street Chicago 7, Illinois 


Phone: CHesapeake 3-1377 


*(Hebrew) THINK. In any language, it's 


NEW YORK DETROIT LOS ANGELES 


. for more details circle 384, page 121 
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VAT 


Nee.eere, 
Ur UL 


proof™ 


Every Monsen Black-on-White Impres- 
sion, or ‘‘etch proof,’’ is pulled from 


4$ 460S5°'0'0 NOLONIHSVM-NISNe 


new type. Special actinic ink on special 
paper, both developed by Monsen, help 
the camera reproduce the true type face. 
Itis a precision kiss impression—hairline 
true—infra-red dried to prevent smear- 
ing. The ink even resists benzol. 


g |eUOIWN='M'N’ 


And your Art Department never loses 
time cutting up and realigning these 
impressions. Monsen Black-on-Whites 
“are pulled from locked-up forms and 
are double checked on precision‘ ‘Crafts- 


ba 
3 


-MONSEN-CHICAGO:22E. Illinois St-SUper 


" line-up machines. 


For full infor mattOveaa oe 
and a free sample 7 
Black-on-White Impression, 
just send card to... 
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‘SUperior 7-1223: 
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Nwonsen 


| 


4605-90 0 


see ittite 


OOF 


Chicago 11 
22 East Illinois Street 
Los Angeles 15 


ar ellen Ve 


928 Figueroa Street 
Washington 1 
509 F Street, N.W. 


sNSEN-LOS ANGELES-928 S. Figueroa St-Trinity 8754* MONSEN 
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FIRST CLASS 
Permit No. 95 

(Sec. 34.9, P. L. & R.) 

| CHICAGO, ILLINOIS 


| 


| 
BUSINESS REPLY CARD 
Me Postage Stemp Necessary if Mailed ia United States 


POSTAGE WILL BE PAID BY— 


Advertising Requirements 


200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





NEW 


Please enter immediately my subscription to 


Advertising Requirements 
for 3 years (36 issues) at $6 
1 year (12 issues) at $3 


Payment enclosed sill my firm 


Advertising Requirements 





How to make 
effective use of a 


Newspaper 


Here’s a simple checklist to help get the best 


results when using a newspaper-style format 
for your printed advertising jobs. 


By Dick Hodgson 
AR Executive Editor 


Probably the most universal for- 
mat for printed matter is that of the 
newspaper. Outside of its basic use 
for the newspaper itself, this format 
is being used with increasing fre- 
quency for publication advertising, 
company publications, direct mail 
pieces, etc. 

However, in these “non-newspa- 
per” uses, frequently far too little 
thought is given to effective use of the 
basic format. On the surface, a news- 
paper format appears to be a very 
simple device—and it is. Neverthe- 
less, to get the best results requires 
considerable planning. 

While there are a number of dif- 
ferent basic styles for newspaper 
makeup, the most popular today is 
what is commonly called “the func- 
tional modern format.” It is a highly 
versatile format and has been adopted 
widely by both daily and weekly 
newspapers. 


>A few years ago, while helping 
several weekly newspapers change 
over to a functional modern format, I 
developed a five-point guide to sim- 


plify the task. While some of the 
problems of weekly newspapers dif- 
fer from those of other users of the 
newspaper format, most of the 
“rules” can be applied wherever this 
style of layout is to be used. 

Here are the five points: 


1. Headlines . . . The first and most 
important step is to use a planned 
headline schedule which includes 
several multi-column heads. Some 
general headline rules: 


e Avoid any all-cap heads. 


e Use as few decks as possible. Ac- 
tually, no second decks are neces- 
sary except possibly to lead out of 
banner headlines. 


e Stick to a single family of type, or, 
if that isn’t possible, limit your head- 
line schedule to types of very similar 
families, and definitely do not mix 
Roman faces with modern flat or 
sans serif faces. 

(It should be explained that the 
above “rule” was included because 
few of the weekly newspapers for 
which the guide was originally de- 
veloped had typography experts on 
their staffs. When people who really 


know type are available, they can 
intermix different families of type in 
such a way that they blend into an 
unjumbled pattern. However, if the 
job is left to those unskilled in ty- 
pography, the safest rule is to stick 
to a single family of type.) 


e Don’t be afraid of white space. 


e Generally, stick to flush-left 
heads or variations of this form. 


2. Horizontal Dimension .. . Give 
your paper a “horizontal dimension” 
by use of multiple column headlines. 
One of the best ways to achieve this 
desirable element of the functional 
modern format is to try to avoid hav- 
ing a column run from the top to the 
bottom of the page without a break 
by some multiple-column device. 
This may be difficult with the ex- 
treme left or right-hand columns, 
but, if watched, will present no dif- 
ficulties that can’t be overcome with- 
out too much effort in other columns. 


3. Motion ... Give your pages “mo- 
tion”—particularly the front page. 
The best way to achieve so-called 
“motion” is to create eye-paths on 
the page by placement of headlines 
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> oreatly new idea 


in point of purchase 
r_\ displays 


oe 


ACTUAL 3-D EFFECT — Your product is 

projected out front... giving a true 3-dimen- 

sional display . . . merely by locking the easel. 

EARNS HARD-TO-GET DISPLAY SPACE — An 

interesting, eye-catching Cardarama display 

will appeal to your dealers. Your product will 

get its share of prized retail display space, be- 

cause even a small Cardarama "pays its own 

way’ better than larger—but less—compelling 

— displays. VERSATILE — Your ad, product, 

package, trade-mark, etc., will be projected to 

attract the attention of passing traffic. ANIMA- 

TION — such as, flasher light, battery kicker 

unit, etc., is easily adapted to Cardarama. Be first in your field to get dis- 

Cardarama was enthusiastically received at the play specs. im retail outlets — 

recent P.O.P.A.|. show in Chicago. “one Veo the caper: - 
Want to SELL Cardarama? Sev- 
eral desirable territories are sey 
available. Write on your busi- 
ness letterhead for prices and full 
information. 


cvvccccccccccvcccbuccucvesuuceuseureevivceler sii lctVTUl 
STANDARD PRINTING CO. AR 4-56 
201-209 NORTH THIRD STREET, HANNIBAL, MISSOURI 


[] Please send me a free sample of Cardorama display and full informa- 
tion including prices. 


] Please show me how enclosed display can be adapted to Cardarama. 


i 


POSITION 


: 


201-209 NORTH THIRD STREET 
; «HANNIBAL, MISSOURI 


ADORESS 


Exclosive; Licensed Producers of Carderame Displays. _— 


SECCCCCE RESTO REET ESET ReeeeeeesCe 
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Copyfitting [] PRE-FAB Low 


got you down? Get the Cost Conven- 
tion Displays 


[_] Ship’n Show 
Self-Contained 


All Wood 
Visual : 


COPY-CASTER : ieee 


Discover for yourself how much faster, easier and Show-Drapes 
more accurately you can copyfit all type jobs with . 

this new, completely revised war "te of with your logo 
thousands of artists, ad-men, printers, copywriters, in modern 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 company letterhead for byw wate ” 
! rmation,. 
THE HABERULE CO. 


BOX AR-245 + WILTON, CONN. Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 


designing 
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and illustrations so that they seem 
to form paths. The most common, 
and best known, method of achieving 
motion is through what is generally 
known as “brace” make-up, with an 
eye-path leading like the steps on a 
stairway from the lower left-hand 
corner of the page to the upper right, 
where the number one story usually 
starts. A single path, however, is not 
enough. 


4. Informal Balance . . . Strive for 
informal balance of the front page— 
not an element-for-element balance, 
but rather a balance of the “masses.” 
This balance may be achieved in 
many different ways. For example, 
a heavy area in the upper left-hand 
corner may be balanced by a heavy 
area in the lower right-hand corner; 
a heavy area at the top of the page 
may be balanced by a heavy area at 
the bottom of the page; a heavy 
area on the right side of the page 
may be balanced by a heavy area 
on the left side of the page, etc. 

The general idea is not to make 
a paper top-heavy, bottom-heavy, or 
too heavy on one of the sides. Per- 
haps the best way to visualize the 
situation is to imagine your front 
page as a teeter-totter with the point 
of balance in the center of the page. 
Then, one heavy area should be bal- 
anced by a similar area in the op- 
posite part of the paper. 

(It is well to note that the term 
“black” was not used in this guide. 
A “mass” of white space can be 
just as important as a “mass” of 
black ink, and one can often effec- 
tively balance the other.) 


5. Variety . . . This is all-important. 
Too often, an otherwise modern pa- 
per loses its “flavor” because the 
makeup man gets in a rut and uses 
the same pattern week after week. 
It, in itself, may be an excellent pat- 
tern, but it quickly loses its advan- 
tages if the readers “get used to it.” 
Because of the similarity of news 
from week to week in a small town 
newspaper (and often in company 
publications as well), it is difficult 
to make too many changes in each 
issue. But just a few changes can go 
a long way toward making a paper 
more interesting to the readers. 


> Since this five-point checklist was 
developed, it has been used success- 
fully to guide the redesigning of 
number of weekly newspapers and 
several other publications. It only 
goes part of the way, however. But 
this, in itself, is one of the main rea- 
sons why it has been used so many 
times. 

It is based on the assumption that 
its users will not be in a position 
(or won’t want) to spend any money 
for new type or printing equipment. 





All of the points can be applied to 
nearly every publication and print- 
ing plant, without any change in the 
size of the publication or addition 
of typefaces which would not nor- 
mally be available. 

Much more can usually be accom- 
plished when completely new type- 
faces are applied to the task and the 
page size is tailored to fit the specific 
situation. However, these few simple 
changes can go a long way in giving 
new life to an old-style newspaper 
format. 44 


Lettering Studio Offers 
“Custom” Display Heads 


Admen can spruce up layouts with 
“custom-styled” display headings at 
a fraction of the cost of hand letter- 
ing through a special service devel- 
oped by a Chicago art studio. Econo 
Lettering Service will prepare re- 
production proofs of headings and 
titles in the letter style desired, 
spaced and sized to fit individual lay- 
outs. Prices for one to six words (in 
one or several styles) run $1.50 a 
word; $1 a word thereafter. 

The studio works directly from the 
layout or tissue submitted. It sup- 
plies the lettering according to the 
style number specified and returns 
the proof by mail in areas not 
reached by its delivery service. 

An index, available on request, 
gives the range of Econo lettering 
styles. Sans serifs, flat serifs, scripts 
and calligraphic faces in various 
weights and sizes are illustrated. In 
addition, there is a wide selection of 
serif and free-style types. New faces 
continue to be added. 


For your copy circle No. 315 on the 
Readers’ Service Card inside back cover 


Proofreaders Prepare 
Professional Monthly 


“The Proofreader,” a monthly de- 
signed for everyone who does proof- 
reading, in and out of the printing 
industry, will soon make its bow. 
The Proofreaders Guild, Chicago, is 
sponsoring the publication, whose 
purpose is to improve the quality 
of proofreading and bring about 
wider recognition of its money value. 

The magazine will feature articles 
of general interest, book reviews, a 
professional book rental service, 
news items, and free listings of want 
ads. Maurice Krag, educational di- 
rector of the Guild, is interested in 
receiving articles, suggestions and 
pictures suitable for offset repro- 
duction. 

Inquiries and manuscripts should 
be addressed to the Proofreaders 
Guild, 113 S. Ashland Ave., Chicago. 

44 


ACME’S 


After one experience with a “do- 
nothing” catalog, the Acme Sash 
& Door Co., progressive Cincin- 
nati distributor, switched to 
Heinn loose-leaf. Results were 
almost instantaneous—sales up 
20% in 90 days! And the extra 
sales volume offset Acme’s entire 


costs of new catalogs in six 
months. 


Excerpt from Heinn’s copyrighted 
“Tribute to a Salesman” 

Asalesman’s interestsareas broad 
as the lives of the people he con- 
tacts. Hisopinionsare strong, 
but he keeps them to him- 
self until he finds a 
chance to tell every 
fact with tact. 

The complete text 

is yours on 


request. a? 
o* -en® 


~ 
a qve Copyright 1956, by 


The Heinn Company, Milwaukee wae: 


Loose-Leaf 
Binders 


When you have loose-leaf cata- 
logs in Heinn binders equipped 
with easy-to-use indexing, all 
selling facts stay up to date and 
in sequence. Buyers quickly 
learn your line and follow your 
sales arguments — and respond 
with orders. Quotas that once 


seemed impossible become 
realities. 


Thousands of manu- 
facturers, wholesalers 
and service firms 

now depend on Heinn 
Loose-Leaf Binders for 
catalogs, price lists 
and manuals. A coupon 
like this started many 
of them toward 
improving their 
competitive 

positions. Jt can 

start you, too. 


an gor? 
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MAT 


WATER COLORS 


Brilliant 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in %-oz. glass jars. 


COLOR CARD ON REQUEST 


WEBER 


Liquid Transparent 
Water Colors 


for Coloring 
STATS, 
PHOTOGRAPHS 
and 
TRANSPARENCIES 


Prepared ready for 
use with brush or air- 
brush, in a range of 
twelve clear trans- 
parent fluid colors, 
intermixable, of ex- 
ceptional strength 
and brilliancy. 
Smooth flowing and 
non-corrosive. For 
illustrators, design- 
ers, commercial art- 
ists and layout men 


In 4 ox. bottles 


~~ CRIMSON 
—_ Spectr trom hed _— 
F. WEBER CO 


Pett ADL PHILS - 
as ADIL PIN rm 


e ga 


COLOR CARD ON REQUEST 


Series 97 
“FIELDING RED SABLE 
WATER COLOR BRUSHES 


The finest water color 
brush it is possible to 
make. English sizes 1-12. 


Procurable at Artist Supply Stores 


0050.84 


Manufacturing Artists’ Colormen since 1853 
OlL-« WATER @ TEMPERA e PASTEL 
Main office and factory 
1220 Buttonwood St 
PHILADELPHIA 23, PENNA. 
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“Doggy” Premium Offer . . . Pard dog 
food offers matching premiums of collar 
and belt sets. The dog collar carries his 
name and owner's address, while the belt 
has place for name and phone number 
on one side and boy friend’s name on the 
other. 
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Doctors Give Opinions 
On Unsolicited Samples 


That doctors read unsolicited mail 
and readily answer questions on sub- 
jects in which they are greatly inter- 
ested seem to be two conclusions that 
can be drawn from a survey con- 
ducted by Medical Advertising Serv- 
ice, New York. 

The first of a series, the survey was 
conducted among 988 general prac- 
titioners in 20 states. Respondents 
returned 409 replies, about 41% of 
those sent out. 

Some results: 


e Of 409 respondents, 166 said they 
considered samples sent without re- 
quest were wasteful, 187 said they 
were useful, the remainder said such 
samples either were a waste, a nui- 
sance, or did not answer. 


e Of 409 respondents, 219 said they 
kept and distributed unsolicited 
samples, while 141 said they threw 
away such samples. The remainder 
said they kept some and threw some 
away. 


e Most of the physicians surveyed 
said they felt the quantity of sam- 
ples sent was too small to be of value. 
A few said they found samples ad- 
vantageous and helpful, while others 
said they preferred receiving sam- 
ples and information direct from the 
detail man. 


e A doctor from Vermont said, 
“Nothing in Vermont is thrown away 
except snow,” while one from Colo- 
rado replied, “I feel sorry for the 
mailman.” 4< 





Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 


_ Exciting new do-it-yourself binding kit, 
simple enough for a child to operate 
Just insert the pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap inte place and in 
seconds you have a real professional. 


looking colorful volume. 


Other models available— 
write for free booklet to department AR-4 


| TAUBER PLASTICS INC. 


'200 Hudson St., N.Y. 13. N.Y. Call WOrth 4-5621 
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NEW Special Process 
VUE-COLOR 


PRINTS 


DYE TRANSFER QUALITY AT 
Exceptionally LOW PRICES 


== NNwS 
Sune 


500-999 
A PHOTOGRAPHIC PROCESS 


FILM DUPLICATE 
TRANSPARENCIES 


8x10 11x14 16x20 


1 each $7.50 "7 5.00 $50.00 
2-9 5.00 12.00 i 
10-49 4.00 

50-99 3.00 

100 and up 


Other Sizes to 30 x 40 
Prices on Request 


SHADOW BOXES in Stock 


and Made to Order 
STOCK 8x10 11x14 16x20 


MIDDLE WEST DISPLAY 
& SALES CO. 


517 W. MONROE ST. @ CHICAGO 6, ILL. 
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SPORTS 


America’s great periodicals 
are. machine-set 
by the... 

















because: 


It is the only machine typesetting system that provides typographic 
superiority, high production speed, low production and correction 
costs, “height-to-paper” accuracy for forms and electros, choice of 
type faces, and quality of printed results demanded by the maga- 


zine standards of today. 


There you have it, Mr. Printer! These periodicals are 





only a few of the publications dedicated to the 


Vonotype* System. Note that they employ letter-press, 


i 


= 


os oa 
ag 


lithography. rotogravure: print on coated, calendered 
and antique stock; vary in size, shape, ink 
specifications and length of run. ( ‘h : a] - 

Chatelain 
s 


WOMANS 
GREATEST 
HAZARD 


But note the one big fact they have nm 


in common: 


Mr. Printer, these are the reasons that apply as much 
to you as to all these famous periodicals. But, even 
more important to the commercial printer, with 


Monotype you can handle any kind of typesetting 





job that comes along . . . bid successfully on 


more jobs... produce at a greater profit 


KEYBOARD COMPOSITION CASTER 


all of the jobs you set. 


This advertisement is set in Vonotype 20th Century and Bodoni Series 


MONDO type LANSTON MONOTYPE MACHINE COMPANY 


24th & Locust Sts.. Philadelphia 3, Pa. | LANSTON MONOTYPE MACHINE COMPANY 


BRANCH OFFICES 24th & LOCUST STS., PHILA. 3, PA. 
ATLANTA— 57 Forsythe Street Yes, | would like to hear more about how | can 
BOSTON—80 Federal Street increase my profits with the Monotype System. 





TERIAL MAKER GIANT CASTER 





CHICAGO— 216 West Jackson Boulevard USER NON-USER AR-4-56 
DENVER—A. E. Heinsohn Printing Machinery & Supplies “ 
AM 
NEW YORK — 44] Lexington Avenue 
SAN FRANCISCO—115 New Montgomery Street COMPANY 
CANADA—Monotype Company of Canada, Ltd., ADDRESS 
77 York Street, Toronto 1, Ontario 
CITY ZONE STATE 


BRAZIL— Companhia Lanston Do Brazil, S.A. Rio de Janeiro 
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Wy 


Have you been trying to track down 
new, better and more economical 


sources for your typesetting? 


Me... graphic arts buyers are looking for 


methods to reduce the cost of mechanical production. 


If you haven't investigated photo-typesetting by Warwick 
you have overlooked one of the most promising methods of 
saving money on many types of composition. 

And the real clincher is the fact that Warwick Fotosetter* 
composition is also far superior in quality. 

Why not send a trial order and let us convince you that this 
is truly a remarkable advancement in typesetting methods. 
Write for our type specimen book “Warwick Photographic 
Typesetting”; also, just off the press—“Headliners”’, a book of 
hand-lettered effects for display composition. They’re free! 


*Trade Mark Reg. Intertype Corp 


Warwick Typographers inc 
920 Washington Ave., St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


. . » for more details circle 479, page 121 





THINK. Think of every point in your distri- 
bution setup as a Point Of Purchase. Include 
distributor and dealer as well as consumer, 
for they have more potential than you may 
think. Our job is to help you concentrate ALL 
your potential power at the final sale. We'd 
like to show you how we work. Booth 53, 
POPAI. 

CARTER AND GALANTIN, INC. 
710 west jackson chicago6 andover 3-6546 


NEW YORK DETROIT LOS ANGELES 
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Mead Manual Evaluates 
Sales, Business Letters 


Tested ideas to improve both sales 
and routine business letters are con- 
tained in a new “letter evaluator” 
manual distributed by The Mead 
Corp. Earle A. Buckley, nationally 
known authority on letter writing, 
developed the evaluation methods 
presented in the 16-page booklet. 

The first section outlines how to 
analyze and rate the effectiveness of 
a sales letter before mailing. The sec- 
ond section contains a checklist for 
everyday business correspondence. A 
score sheet for rating letters is also 
included. 


For your copy circle No. 326 on the 
Readers’ Service Card inside back cover. 


Newsletter Features Sales 
And Direct Mail Pointers 


A new service, available to sales, 
advertising and direct mail people in 
the form of a regular, informal news- 
letter, is published by Steiner & Koob 
Inc., New York. 

Called the “Sales Promotion and 
Direct Mail Consultant’s Notebook,” 
the newsletter is designed to pass 
along sales ideas developed by Stein- 
er and Koob as sales, advertising and 
direct mail counselors. Further in- 
formation is available. 


For your copy circle No. 327 on the 
Readers’ Service Card inside back cover. 


Direct Mail Records 
New High in Volume 


A new high in money spent by 
American business on direct mail 
advertising was set in 1955, accord- 
ing to figures released by the Direct 
Mail Advertising Association. 

An estimated dollar volume of 
$1,485,262,000 spent on direct mail 
in 1955 shows a 7.3% increase over 
the figures for 1954, which had been 
the top direct mail year previously. 

44 


SREUCERDOUSEREROECEOCCEOECECORROECCEOECRGCEGCEOORORESSCRERESOESRERRERORESEEED 





7/7 TOrK oTreerl, toronro ft, VANTario 


BRAZIL— Companhia Lanston Do Brazil, S.A. Rio de Janeiro a city ZONE STATE 
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Do you know the ty pe? 


7 ¢ 


AG 
y 
id 


Styled with a sense 
Of Colonial grace 
(Recalling the first 
Great American face. . .) 
Linotype modeled this 
Transitional “great” 

From a rag-paper book 

Set in 1808.* 

Charming and pleasant... 
Its distinction was won 

In the notable 

Papers of Tom Jefferson. 
Today, it’s a standard 
Receiving great praise 

For books and brochures 
Advertisements, displays. 
And just to make sure 

All the clues are in place: 
A President’s home 

Is the name of this face. 

































lf you don’t recognize this type, 
read the turned slug below. 





OTIAILLNOJ. Linotype offers this authentic re-crea- We heartily recommend Monticello for beautiful and 
tion of America’s first great type, the celebrated Binny profitable composition of periodicals, advertising and 
& Ronaldson pica Roman, in a full range of sizes from books. Interested? Drop us a line and we'll put a speci- 
7 through 14 point, with small caps and italics. men in the mails for you. 


* Marshall’s “Life of Washington.” 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. 


Set in Linotype Monticello, Bodoni Bold Italic, and members of the Spartan family 


¢ LINOTYPE - 








Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEAD ERS HIP TH ROUGH RES EA RCH 
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a fitting type for all specifications... 


now available 


every size for every need 


FORTUNE 


now for the first time, FORTUNE is available in the 
complete size range. 


light 8 point to 6O point 
bold | 10 point to 60 point 
extrabold | 14 point to 60 point 


See your nearest Bauer Type distributor for full information 
and specimen sheets or write direct on your letterhead to: 


B@T 


BAUE R ALPHABETS, INC. 


235 EAST 45TH STREET: NEW YORK17,N.Y. 
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More Impact per Type Inch 


ap 
Here T , Fuad 
yde Can ry SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Intertype Folder Compares 


Weights of Book Faces 


A four-page folder showing block 
specimens of 30 10 pt. text faces with 
their respective italic companions is 
available from the Intertype Corp., 
Brooklyn. 

Entitled, “Comparison of Weights 
of Intertype Book Faces,” the folder 
was designed as a means of compar- 
ing the weight, count, color and rel- 
ative legibility of a wide selection 
of popularly used text faces. 

According to Intertype, the folder 
—printed letterpress on five varieties 
of book and coated stock—will be 
helpful not only from the point of 
view of specifying type, but in be- 
coming more acquainted with nu- 
ances in type design. 


For your copy circle No. 316 on the 
Readers’ Service Card inside back cover. 


Imrvoves Cold Type 
for ta-ier Composition 


An in. .oved version of Reditype, 
Davidson Corporation’s cold-type 
process, makes it possible to compose 
a full page of copy up to 17x22” 
without developing, printing, cutting 
or pasting. Reditype is a non-ma- 
chine method of composition which 
provides automatic type spacing di- 
mensions and eliminates edge lines, 
fogging, retouching and opaquing. 

Each Reditype character is a solid 
black image, bonded to a translucent 
sheet of tough vinyl] acetate. It’s self- 
adhering and can be used over and 
over again. Finger-tip pressure sets 
each letter in place. 

Davidson, a subsidiary of Mergen- 
thaler Linotype Co., Brooklyn, has 
the exclusive right to reproduce 
Linotype display faces in Reditype. 
Other faces have been developed es- 
pecially for this process by Davidson. 

A booklet on Reditype composi- 
tion has been prepared. 

For your copy circle No. 317 on the 


Readers’ Service Card inside back cover. 


SRCCRCERCOROERORCERECCREERTECECERCECERRECRRERCRERRRERERORRR RRR ee eeeeeeeeeeeeee 


“Just relax! I'll get your order after we 
do this layout.” 

























Advertising Services 


NEED 
Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 

e Labor Papers 

e@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 

@ House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street ¢ New York 10, N. Y. 
Telephone: LE 2-5969 


. . . for more details circle 356, page 121 


YOUR SPECIFICATIONS 


ee 
ed beet eee eet 


MADE TO 





. . . for more details circle 355, page 121 


Stock Art 





FREE—Use it without cost—sample copy of 
the all new Monthly Clipper—new size, 
new format, finer content, new features, 
new techniques, better ‘How to Use’ ideas. 
Create sparkling layouts with scissors and 
paste-pot. Sensational introductory offer. 
No obligation, no salesmen. Address Multi- 
Ad Services, Inc., Box 806G, Peoria, Illinois. 


. . for more details circle 434, page 121 


Offset Plates 


MULTILITH OR DAVIDSON PLATES 
$2.50 POSTPAID 


Complete with any size negative 
Special monthly contract rates and quantity 
discounts. Let us submit prices. 

BOX 272 


SPECIALTY PRODUCTS * ‘TINLEY PARK, ILL. 


. . for more details circle 469, page 121 





Frofemel Sourcdt for 


Services and Supplies 


Hand-Lettering 


Ho it yourself with 





- .. the only paper type 
mounted on a compact wood- 
en type holder for easy use. 
SET EVERYTHING 


Anyone can set headlines and body 
— for ads, printed pieces of all 
nds. 


QUICKER, EASIER 


Aligns automatically to straight 
edge, tabs overlap allowing special 
spacing for special letter combina- 
tion; no opaquing between letters 
required. 


COSTS LESS 


Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 
$2.25 to $11.25 


a 
ae ea 
4 prestOn® 4 || 


e- 








\. WRITE FOR 
— | CATALOG Showing 


130 Type Faces 
PRESTO PROCESS CO. gochester, N.Y. 


. . . for more details circle 449, page 121 


HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 « MU 8-2445 


. . . for more details circle 457, page 121 


Engravings 







EXACT @ COLOR )@ PIXUR COLOR 






Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save 2, usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 











[SEE FOR YOURSELF" 7SEE THE DIFFERENCE 
WRITE FOR SAMPLES 
AND PRICES 
STAFFORD ENGRAVING CO. 
229 N. PENN. ST. « INDIANAPOLIS 
















. for more details circle 467, page 121 














Art and Photo 


QUANTITY 
PHOTOS 


Una 


‘i 


KIER PHOTO SERVICE 
Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 


8x10’s as low as 6 cents. 
Postcards as low as 2c. 
Write for samples and 
complete price list on all 
sizes and quantities. 










. . . for more details circle 419, page 121 


= See, PHOTO MORGUE 
mn | all subjects 






















192 separate pages. Categorized 
Sturdily boxed 


"All available as GLOSSY PRINTS 
details in each box 


Slossy Prints $10.00 each 


20,000 Photos used WORLD-WIDE by top 
Ad Agencies, Art Studios, Publishers 


EYE-CATCHERS 


3 
POSTPAID STOCK-PHOTO CENTER. US A 


207 East 37th St., New York 16, N. Y. 


35 different sizes printed on 11"x17” 
sheet of enamel paper stock. Cut out 
for use on paste-up. Trace for lay - 
outs. Minimum order 4 sheets at 50¢ 
per sheet. Post paid. Orders filled im- 
mediately by return mail. Hal Barnes 
11114-A Bristol, Hickman Mills, Mo. 


































































. . . for more details circle 353, page 121 





Presentations 


ACETATE SPECIALTIES 
Made-To-Order in 200 sizes—40 Styles 
offering Full Visibility and Protection for 
Layouts, Presentations, Photos, Etc 

11x82 Ring Binder Envelopes $8.10—100 
CRAFT-X Tracing Film: Cellulose Acetate 
MAJOR SERVICES . .....RO 4-3002 


| our NEW ADDRESS... 1740 Columbia, Chicago 26 
| for more details circle 437, page 121 
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co advertisers 


The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 


number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 
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Readers’ 


Service 
Number 


Acvertiser Page 


351 
352 
353 
358 
354 


355 
359 
360 
356 
361 


357 
363 
365 
364 
366 
367 
370 
368 


369 
371 
372 
384 
381 
373 
374 
375 
376 
377 
378 
382 
383 
379 
380 
385 
388 
386 
398 
387 
389 
392 
391 
394 
393 
395 
399 
397 
405 
400 
401 
406 
402 
403 
404 
407 
411 
409 
410 
362 
412 
408 
416 
417 
413 


Acco Products, Inc. 58 
Acme Gravure Services Inc. 109 
Acrolite Products Incorporated 119 
Advertising Metal Display Co. 39 
Advertising Typographers Association of 

America, Inc. 26 
Allied Decals Inc. 119 
American Decalcomania Co. 6 
American Gumming Company 41 
American Trade Press Clipping Bureau 
Amsterdam Continental Types & Graphic 

Equipment 78 
Appleton Coated Paper Company, The 
Bacon's Clipping Bureau 
Barnes, Hal 
Bartz, F. H. 
Bauer Alphabets, Inc. 
Belford Co., Inc., 
Bienfang Paper Co. 
Black Box Collotype Studios, Inc. 
Black Light Corporation of America 
Bostitch 
Brodie Advertising Service 
Buffalo Photo Company 
Bundscho, Inc., J. M. 
Cantine Company, The Martin 
Capex Company, Inc., The 
Carter & Galantin 
Cellu-Craft Products Corp. 
Central Flag & Banner Co. 
Champion-International Company 
Champion Paper & Fibre Co. 
Chicago Cardboard Company 
Chicago Show Printing Company 
Cincinnati Pencil Company 
Collins, Miller & Hutchings, Inc. 
Color Craft of Chicago 
Consolidated Lithographing Corp. 
Consolidated Water Power and Paper Co. 
Craftint Manufacturing Co., The 
Dexter Press, Inc. 
Displayers, Inc., The 
Dot Engravers, Inc. 
Du-Plex Onvelope Corporation 
Durable Rubber Products Co. 
Eastern Corporation 
Eastman Kodak Company 
Engel, Inc., J. A. 
Eureka Specialty Printing Company 
Eye-Catchers, Inc. 
Fabriko Inc. 
Falulah Paper Company 
Filmotype Corp. 
General Binding Corporation 
Gibraltar Corrugated Paper Co. 
Gomar Manufacturing Company 
Goodkin Co., M. P. 
Goodren Products Corp. 
Grace Letter Co., Inc. 
Grace Sign & Mfg. Co. 
Graphic Systems 
Guaranty Paper Corp. 
Haberule Co., The 
Hammermill Paper Company 
Hankscraft Company, The 
Hansen Mfg. Co., Inc. 
Harwald Company, The 
Heinn Company, The 
Hertvy Company, Inc. 
Hinde & Dauch 
Hollywood Banners 
Indiana Wire & Specialty Co., Inc. 
Industrial Lithographing Co., Inc... Inside Front Cover 
International Assoc. of Electrotypers & 

Stereotypers, Inc. . 74 


20, 35. 77, 93, 109, 116 
4 
59 


12, 48, 58 
48 
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Readers’ 


Service 
Number 


Advertiser Page 


414 
415 
388 
418 
419 
420 
421 
422 
423 
425 
424 
426 
437 
435 
443 
427 
428 
429 
430 
396 
431 
432 
433 
434 
438 
439 
440 
441 
442 
436 
444 
445 
453 
446 
447 
448 


International Color Gravure, Inc. 17 
Intertype Corporation Back Cover 
Kaufmann Mat & Stereotype Co., The 77 
Kayton Associates, Inc., Robert 47 
Ketterlinus Lithographic Manufacturing Co. 35 
Kier Photo Service 

Kleen-Stik Products, Inc. 

Kurshan & Lang Color Service 

Lanston Monotype Machine Company 
Letter Shop Inc., The 

Long, Jr., Inc., Charles A. 

Ludwig, Inc., F. G. 

Lutz & Sheinkman 

Major Services 

Marketing Devices, Inc. 

MasterCraft Decalcomania Co. 

Mead Paper Corporation 

Mergenthaler Linotype Co. 

Metal Arts Company 

Meyercord Co., The 

Middle West Display & Sales Co. 

Millers Falls Paper Co. 

Milprint, Inc. 

Monsen-Chicago 

Multi-Ad Services 

National Flag & Display Co. 

Naz-Dar Company 

Neenah Paper Company 

Nesbit Industries, Incorporated 

Oberly & Newell Lithograph Corporation 
Office Products Inc. 

Ohio Flock-Cote Co., The 

Palm, Fechteler & Co. 

Pioneer Rubber Company, The 
Pitney-Bowes, Inc. 

Pontiac Engraving and Electrotype Co. 
Porcelain Enamel Finishers 

Pratt Poster Co., The 

Prentice Products Co. 

Presto Process Co. 
Progress-Hanson-Progressive Group, 

The Inside Back Cover 
Radiant Color Co. . we 
Radio Corporation of America 81 
Rapid Colorprint Co. 106 
Rapid Copy Service, Inc. 100 
Rapid Typographers, Inc. 119 
Recorded Publications Labs 83 
Remington Rand Inc. 13 
Rising Paper Company 72 
Robertson Sign Co. 58 
Salvage Advertising, Pete 59 
Schutz Co. Inc., Thomas A. 42 
Sersen’s Imprinting, Inc. 83 
Sioves Mechanical Binding Co., Inc. 20 
Specialty Products 119 
Stafford Engraving Co. 119 
Standard Printing Co. 112 
Stile-Craft Manufacturers Inc. 93 
Stone Container Corp. 98 
Tauber Plastics Inc. 114 
Tel-A-Sign, Inc. 49 
Tel-A-Story, Inc. 109 
Tension Envelope Corporation 63 
Thilmany Pulp & Paper Company 96 
Ullman Co., Inc., The ll 
U S Color 
Vue-More Corporation 
Wagner Sign Service, Inc. 30 
Warren Company, S. D. 18 
Warwick Typographers, Inc. 

Weber Co., F. 
Weck Process Co. . 66 
Weston Company, Byron . 14 


119 





301/Circle on Readers’ Service Card 
The Ozalid Bambino 
. . . Ozalid Division, General Aniline & 
Film Corp., has designed a copying ma- 
chine slightly typewriter, 
called Available brochure 
gives details of machine for use in offices. 


(Page 64) 


larger than a 
the Bambino. 


302/Circle on Readers’ Service Card 

3-D Color Pictures 

. . . details of Tru-Vue service to provide 

30-day delivery of 3-D color pictures from 

the time the original art is received until 

3-D pictures are delivered to the client. 
(Page 82) 


303/Circle on Readers’ Service Card 
NAVA Membership List 

. . . details on new directory, listing deal- 
ers in the audio-visual field, are available 
from National Audio Visual Assn. (Page 82) 


304/Circle on Readers’ Service Card 
Strip-Slide Projector 

. . . details on “’strip-slide” projector, which 
projects single frames of 8mm or 16mm 
film in strips are available from Adslide 
Projector Co. (Page 82) 


305/Circle on Readers’ Service Card 
Projection Rental Service 

. . . details of National Rental and Projec- 
tion Service telling of the more than 40 
audio-visual firms from coast to coast that 
have joined together for ‘’on-the-spot” cov- 
erage. (Page 83) 


306/Circle on Readers’ Service Card 
Duplex Collator 

. information on 24-bin electric collator 
Model "2400" is 
Corp. 


available from Collamatic 
(Page 109) 


307/Circle on Readers’ Service Card 
Pre-Designed Displays 

. folder containing illustrations and in- 
formation on eight different styles of pre- 
designed displays is available from Adver- 
tising Display Studios. (Page 68) 


308/Circle on Readers’ Service Card 
Decorated Ceramic Tiles 

... details on ceramic tiles that carry 
sales and promotion messages are avail- 
(Page 68) 


able from Soriano Ceramics. 


309/Circle on Readers’ Service Card 
Drawing Bristol Board 

. . . Bienfang Paper Co. offers details of 
drawing board with a laminated hard fin- 
ish bristol, 1, 2, 3, and 4 
(Page 73) 


. 


available in 
plies in kid and plate finish. 





Use these return cards 
for publications 
mentioned on this page 


| ee Adwertising 


Requirements 














310/Circle on Readers’ Service Card 
Prove-It-Yourself Kit 

. samples of Fidelity onion skin paper 
are shown in a “Prove-It-Yourself” kit 
available from Esleeck Manufacturing Co. 
The kit contains 84x11” samples in white 
of Fidelity Onion skin. (Page 73) 


311/Circle on Readers’ Service Card 

Drafting Table 

. . . details of movable drafting table for 

home, office, studio, or school use are avail- 

able from Art Engineering Associates. 
(Page 101) 


312/Circle on Readers’ Service Card 
Letterguides 

. a catalog and descriptive guide of 
hand-lettering styles is available from Let- 
terguide. Over 200 letter styles in sizes 
from %” to 2” are described in two book- 
lets. (Page 101) 


% Send for these helpful selling tools 


Cae ee 
TOPOL 


“The Handling, Repair, and Storage of 
16mm and 8mm Films,” is being offered by 
Eastman Kodak Co. (Page 106) 


314/Circle on Readers’ Service Card 
Circle Cutting Tool 

. . . details on a circle-cutting tool for litho- 
artists and craftsmen are available from 
Mark Specialty Co. (Page 106) 


315/Circle on Readers’ Service Card 
Lettering Styles 

. . » Econo Lettering Service has prepared 
a booklet and brochure describing “Cus- 
tom” display heads used in their special 
service for hand lettering. (Page 113) 


316/Circle on Readers’ Service Card 
Intertype Folder 

. a four-page folder entitled “Compari- 
son of Weights of Intertype Book Faces” is 
available from Intertype Corp. (Page 118) 




























313/Circle on Readers’ Service Card 
Revised Edition 


317/Circle on Readers’ Service Card 
Reditype 





... the revised edition of the booklet, . . » Davidson Corp. has prepared a book- 
A A A a a a 
Readers’ * Please print or type information below 
| Service Name _— oat nail 
| Dept. Company 
| 4404 Address. eS 


| Please send me the following: 





| Items mentioned in editorial columns: 301 302 303 304 305 306 307 308 309 310 
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l More details from AR advertisers: 351 352 353 354 355 356 357 358 359 360 
361 362 363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 

| 381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 
401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 
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* Note: Inquiries for items listed not serviced beyond July 15, 1956 


472 473 474 475 476 477 
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Addressce 





BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill 





| Readers’ Service Dept. 

| ADVERTISING REQUIREMENTS 
200 East Illinois St., 

l Chicago 11, til. 






| ear | Advwertising 
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Send for these helpful selling tools 


let on improved reditype composition. Redi- 
type provides automatic type spacing di- 
mensions and eliminates edge lines, fog- 
ging, retouching and opaquing. (Page 118) 


318/Circle on Readers’ Service Card 
Velva-Glo Attention 
... “If you Want Attention, Use Velva- 
Glo” is the title of a booklet being offered 
by Radiant Color Co. The folder describes 
uses of fluorescent inks for direct mail, 
promotion literature, reminder cards and 
the rules for getting the top results. 
(Page 56) 


319/Circle on Readers’ Service Card 
Film Container Decals 

. samples and information on decals de- 
signed for film container identification are 
available from Meyercord Co. If desired, 
decals can be serially numbered for use 
in commercial film libraries. (Page 58) 


320/Circle on Readers’ Service Card 
Employing Bookbinders 
. . » four-page checklist giving helpful sug- 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Readers’ 
Service 
° Company 
04 Adéress__ 


* Please send me the following: 


Items mentioned in editorial columns: 


482 483 484 


save t UE: 
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gestions for printers when ordering binding 
is available from Employing Bookbinders 
Club of Chicago. (Page 88) 


321/Circle on Readers’ Service Card 
Guide to Printing Costs 

. . . Regina Services Corp. offers a revised 
guide, “Your Printing Costs Are As Fol- 
lows.” Guide includes prices for catalogs, 
brochures, circulars, letterheads and en- 
velopes. (Page 88) 


322/Circle on Readers’ Service Card 
Newspaper Color and Tones 

. . . Sinclair and Carroll Co. offers a guide 
to admen in selecting newspaper r.o.p. 
color. The book illustrates the complete 
range of ANPA-AAAA approved colors. 


(Page 89) 


323/Circle on Readers’ Service Card 
Plastic Information 

. . . details of Plastico punching machine 
for binding of sales manuals, presentations, 
portfolios, samples books are available 


— —_ — - conus 


Hf Mailed in the 
United States 


! 
| 
| 


* Please print or type information below 
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* Note: Inquiries for items listed not serviced beyond July 15, 1956 


from Plastic Binding Corp. Machine enables 
offices to do their own binding. (Page 89) 


324/Circle on Readers’ Service Card 

Xerography Brochure 

. . » Haloid Co. offers a 12-page brochure 

on Xerography, a dry electrical copying 

system that does not require a negative. 
(Page 90) 


325/Circle on Readers’ Service Card 
“Sure-Rite” Duplicating 

. catalog describing line of ‘‘sure-rite”’ 
duplicating supplies is offered by American 
Stencil Manufacturing Co. (Page 90) 


326/Circle on Readers’ Service Card 

The Mead Letter Evaluator 

. .- 16-page manual describing tested 

ideas to improve sales and routine business 

letters is being offered by The Mead Corp. 
(Page 116) 


327/Circle on Readers’ Service Card 
Consultant's Notebook 

. newsletter designed for advertising 
and direct mail people is being offered by 
Stiner and Koob Inc. (Page 116) 


328/Circle on Readers’ Service Card 
Vacuum-Formed Products 

. . » brochure showing examples of items 
produced by vacuum forming and giving 
technical explanation of materials is offered 
by Nordic Plastics Co. Inc. (Page 38) 


329/Circle on Readers’ Service Card 
Three Dimensional Merchandising 

. . twelve-page booklet that graphically 
describes step-by-step procedure followed 
in developing trade show exhibits, silk 
screen projects is being offered by Custom 
Displays Inc. (Page 38) 


330/Circle on Readers’ Service Card 
Texture-Flex 

. . . details on ‘Texture-Flex,"’ a material 
that realistically reproduces wood, stone, 
or leaf textures for authentic-looking dis- 
plays and exhibits, is available from Ches- 
ter Rakeman Scenic Studios Inc. (Page 41) 


331/Circle on Readers’ Service Card 
Golden Glow Trim 

. samples of a plastic trim that looks 
like polished brass, copper, gold and 
chrome, are available from Anchor Plastics 
Co. (Page 36) 


332/Circle on Readers’ Service Card 
Selling and Training in 3-D 

. . . Eight-page brochure illustrating the 
advantages of 3-D models and perspective 
dioramas in selling products is being of- 
fered by Gardner Displays Co. (Page 36) 


¢——_—- -—- 


Use these return cards 
for publications 
mentioned on this page 









This is it! 


NELSON 


DRAWING 
BRISTOL 
BOARD... 


This page is an actual sample of NELSON laminated 
drawing bristol (2 ply, kid finish). Within its 
price range, there is no finer bristol than NELSON. 































Brilliance, superb surface and sparkling results 
make NELSON the board to buy today. 


Excellent for staccato (D.S.M.) pen technique. 
Perfect mechanical or engineering drawings. 


% Crisp, clean loose pen effects. 


6600 


Sparkling fashion drawings and water colors. 


Try your particular technique 
in the test area on reverse side. 





NELSON Bristol Board 50% rag content 


is available in 23 x 29” sheets... 1, 2,3 
and 4 plys, Kid or Plate finish at 15c per ply. a 
(Prices slightly higher west of Mississippi and Canada) ¢ 


bienfan & paper company, inc. < . ” please turn page 


metuchen, new jersey 


NELSON 


DRAWING 
BRISTOL 
BOARD... 


TEST AREA | 


Every sheet of genuine NELSON has the embossed seal. 


Now that you've tried this sample of NELSON, call or write the dealer nearest you 


Arlington, Va. 

COOPER-TRENT BLUEPRINT & MICROFILM CORP. 

2701 Wilson Bivd. - Jackson 5-1900 
Atlanta, Ga. 

MILLER'S BOOK & OFFICE SUPPLY CO. 

64 Broad St. N.W. - Lamar 8051 
Bethesda, Md. 

COOPER-TRENT, INC. 

Tel. Oliver 2-5800 
Boston, Mass. 

E. J. ARDON CO. 

98 Huntington Ave 
Buffalo, N. Y. 

F. T. COPPINS CO., INC. 

728 Main St. - Cleveland 0622 
Chicago, Ill. 

THE BRUDNO ART SUPPLY CO. 

601 North State St. - SUperior 7-0030-31 
Cincinnati, Ohio 

THE POUNSFORD STATIONERY CO. 

422 Main St. - MAin 2385 
Cleveland, Ohio 

THE MORSE GRAPHIC ART SUPPLY CO. 

1312 Ontario St. - MAin 1-4175 
Dayton, Ohio 

BERT L. DAILY, INC. 

126 E. Third St. - ADams 4121 
Detroit, Mich. 

LEWIS ARTIST SUPPLY CO. 

6408 Woodward Ave. - TR. 1-0150 
Houston, Texas 

TEXAS ART SUPPLY. CO. 

1406 Fannin St. - CA. 7-6013 


Indianapolis, Ind. 


THE WM. H. BLOCK CO. 
50 North Illinois St. 


- Kenmore 6-5120 


Lincoln, Nebr. 
PAT ASH, INC. 
1211 P St. - Tel. 2-3206 
Memphis, Tenn. 
MEMPHIS BLUE PRINT & SUPPLY CO. 
119 Madison Ave. - Memphis 5-1731 
Miami, Fla. 
ASSOCIATED ARTISTS 
1822 Biscayne Blvd. - 
Milwaukee, Wis. 
ARTIST & DISPLAY SUPPLY CO. 
813 W. Wisconsin Ave. - BRoadway 1-7198 
Minneapolis, Minn. 
ARTSIGN MATERIALS CO. 
404 Marquette Ave. - LI. 7607 
Montreal, Can. 
THOS. R. FISHER, LTD. 
1218 Drummond St. 
Morristown, N. J. 
BOIN ARTS & CRAFTS CO. 
91 Morris St. - JEfferson 9-0600 
Newark, N. J. 
H. M. TROY 
59 Halsey St. - Mitchell 2-4989 
New Orleans, La. 
A. L. LOWE 
407 Baronne St. - MAgnolia 7042 
New York City, N. Y. 
DAVID D. BRILL OF N.Y., INC. 
c/o Gimbels, 33rd St. & B'way - PE. 6-5100 
LEWIS ARTISTS’ MATERIALS, INC. 
158 West 44th St. - JUdson 6-1090 
JOS. MAYER CO., INC. 
5-9 Union Square W. - Algonquin 5-7644-5 


Miami 3-3562 


for your regular supply. 


Philadelphia, Pa. 
M. A. BRUDER & SONS, INC. 
52nd St. & Grays Ave. - SAratoga 7-510 
JOS. E. PODGOR CO., INC. 
16-18 S. Marshall St. - LOmbard 3-7878 
Salt Lake City, Utah 
PEMBROKE'S 
24 East Broadway - Pembroke 4-8424 
San Antonio, Texas 
JOHN HERWECK 
232 Broadway 
Seattle, Wash. 
SEATTLE ART & PHOTO SUPPLY, INC. 
359 Roy St. - Alder 7984 
St. Louis, Mo. 
AL. J. BADER CO., INC. 
1113 Locust St. - GArfield 2870 
St. Petersburg, Fla. 
PINELLAS PRINTING & STATIONERY CO., |! 
263-265 Central Ave. - Tel. 7-4104 
Toronto, Can. 
E. HARRIS CO. OF TORONTO, LTD. 
1 Leslie St. - Riverdale 8151 
Towson, Md. 
TOWSON ARTIST & DRAFTING SUPPLY 
33 York Rd. - VAlley 3-6406 
Tulsa, Okla. 
TRIANGLE BLUE PRINT & SUPPLY CO. 
314 South Cincinnati - Tel. 3-0168 
Washington, D. C. 
COOPER-TRENT, INC. 
1130 - 19th St. N.W. - Sterling 3-7744 
FEDERAL SUPPLY CO. 
1716 H St. N.W. RE. 7-6686 
Wilmington, Del. 
GEO. HARDCASTLE & SON, INC. 
417 Shipley St. - Wilmington 2-2314 


Samples of NELSON Drawing Bristol Board are available from the 


dealers listed. 


bienfang 


dealer inquiries invited 


paper company, inc. 


lf a dealer is not in your area, write direct to: 


metuchen, new jersey 
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PROGRESSIVE’S 24-Hour Detail Desk 
TURNS PRODUCTION NIGHTMARES INTO PLEASANT DREAMS! 


What's more, Progressive’s Detail Desk 

is only one of three desks 

in the Progress-Hanson-Progressive Group; 
and each desk is veared 

to pitch in on the other’s work. 


Thats right! One or all can serve you. night or day, FREE—AND AT 
; ‘ NO OBLIGATION TO YOU! 
it takes a 30-page book 
let to describe ALL of the 
services that we offer you 
Write for a copy now 


with typography. electroty pes, plates or mats. 
Here’s a three-company team, 
under one-company management, 


that will show you what teamwork really is! 


PROGRESSIVE comMPOSITION COMPANY 


Sth & Sansom Sts., Philadelphia 7 WaAInut 2-2711 


THE PROGRESS e HANSON PROGRESSIVE GROUP 


| i 
PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert St., Phila. 7, WAlnut 2-0447 : 9th & Sansom Sts., Phila. 7, WAlnut 2-5567 { 9th & Sansom Sts., Phila. 7, WAlnut 2-2711 
NEW YORK phone: MUrray Hill 2-1723 ¢ WILMINGTON phone: Wilmington 5-6047 e BALTIMORE phone: SAratoga 7-5302 ¢ WASHINGTON phone: EXecutive 3-7444 
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From keyboard 


to makeup 


in 5 minutes... 


, The highest quality 

by Foros:t eR ( ; - reproduction proofs 
= - obtainable come from 

. o— the Fotosetter photo- 

graphic line compos- 

ing machine. Copy is 

set on Resisto Rapid 

photographic paper 

and sent to darkroom. 


DEVELOPING takes E STOP BATH takes : HYPO takes only 
only one minute. ; only fifteen seconds. es one minute. 


WASHING is done in DRYING takes only This dry, smudge-free Fotosetter repro is 
only one minute. one minute. Total time, now ready for makeup. How much time 
less than five minutes. does it now take you to pull a good repro 
and wait for it to dry ? Fotosetter quality 

is unequalled. Why don’t you try it? 


Intertype Corporation 360 Furman Street, Brooklyn 1, New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 


Fotosetter is a registered trademark—Fotosetter Baskerville 
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